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LETTERS 


TO THE EDITOR 


Twenty-Five 


Years Ago 
APRIL, 1926 


“Savage and jnsensate” attacks 
on advertising were made in a 
debate in the House of Lords on 
the procedure between Home 


_ Office and County Councils in 


the application of the Advertising 
Regulations Act, 1925. 
* *” *” 

Roy Hardy Ltd. absorbed the 
50 year old business of Charles 
Taylor & Co., Lid. 

* ~ * 

Use of wax figures for the dis- 
play of lingerie was criticised by 
a writer who complained of their 
“demoralising” effect upon the 
“young men and maidens” of the 
country. 

* * * 

The Government decided to 
spend half a million sterling for 
the furtherance of Empire mar- 
keting. ‘s 


* * 
Cremola launched their Malted 
Milk Toffee. 
* * * 


The rum producers of Jamaica 
were considering co-operative 
advertising in England with an 
appropriation of £1,000 per year. 

* * * 

More than £3,000 was sub- 
scribed for the second British 
Advertising Convention being 
held at Blackpool. 

* * * 


An issue of the Daily Tele- 
graph contained just under eight 
pages of small ads., numbering 
2,996, a new record for the 

: 
—_— * * * 

Advertising battle was between 
cigarette manufacturers. 

* * * 

Alfred Pemberton was racing 
at Brooklands—and winning 
events. 


Doubts On 
Surveys 


Sirn,—The suivey o1 “What 
Businessmen Read” to which you 
gave prominence on March 29 
has again placed considerable 
doubt in many minds as to what 
constitutes a correct “cross- 
section.” 

This survey purports to show 
that 20 per cent businessmen and 
top flight executives receive or 
buy Time in the United Kingdom 
and Eire. 

The Registrar shows approxi- 
mately 250,000 public and 
private companies with share 
capital in existence, and if we 
take the low figure of an average 
of three directors per company 
we have 750,000 directors in 
Great Britain alone, not including 
Government and other execu- 
tives. 

Twenty per cent of this num- 
ber is, of course, 150,000, which 
is five times the total sale 
claimed by this publication in 
the United Kingdom. 

An opinion was quoted in your 
issue of April 5 that “the genera! 
results conform with what one 
knows from other surveys.” Does 
this mean that other recently 
published surveys are as far away 
from accuracy as this survey 
appears to be? 

WILLIAM HOWLETT, 
Chairman, Paul E. Derrick 
Advertising Agency. 


‘Bogus Science’ 

Sir,—If Brigadier R. F. John- 
son knew more of the science 
(psychology) he calls bogus he 
would realise that an excellent 
demonstration of intuitive 
psychology is being given by the 
country fair seller of sarsaparella. 

KENNETH G. BRISKHAM. 
London, W.C.2. 


What The Public 
Wants 


Sir,—May I congratulate you 
on the excellent good sense ex- 
pounded in your editorial com- 
ment under the heading “A Spice 


of Showmanship.” This entirely 
voices our Views, 

The great interest taken in the 
return of the lights shows once 
again how much the public want 
the gaiety, colour and general 
cheerfulness which neon signs 
create. We are quite sure that 
the public do not want any more 
bans on neon signs. The streets 
of our towns at night without the 
electric signs are indeed a very 


sorry sight. 
BERNARD MOSS, 
Secretary, Electrical Sign 
Manufacturers’ Association. 


Toothy 


Sin,—The young man pictured 
on the latest Vaseline Hair Tonic 
poster has thick, healthy-looking 
hair, which, of course, is im- 
peccably groomed. But what 
about the poor chap’s teeth? Are 
they going bad? His off-white 
molars catch the eye first, and the 
sales message is lost. 

MARGARET FOWLER. 
Wembley, Middlesex. 


Value of Research 
Is Questioned 


Sir,—You report (April 19) 
that Mr. Roger Falk, director- 
general, British Export Trade Re- 
search Organisation, is travelling 
third-class to America “for 
economy reasons.” 

The question that arises is: Is 
his journey really necessary? 

A great deal of money is being 
spent on negative research which 
has yet to be proved to be worth 


the candle. 
JOHN ASHDOWN. 
London, N.14. 


Productivity Team 
Publish Leaflet 


The Letterpress Printing Pro- 
ductivity Team that recently 
visited the U.S. has produced a 
four-page leaflet, Printers and 
Productivity, describing in short 
form some of the features of 
their Report published by the 
Anglo-American Council on Pro- 
ductivity. 


Problems Of 


. 

Print Buyers 

Annual congress of the British 
Federation of Master Printers 
will be held at the Grand Hotel, 
Eastbourne, from May 19-23. 

Theme for the business session 
on May 21 will be a “Review of 
Printers’ Materials in the Next 
Twelve Months.” There will be 
three papers each surveying the 
supply situation of a particular 
group of materials, discussing 
how printers can help mitigate 
any shortages in store, and sug- 
gesting substitutes or alternative 
methods of working. 

Subjects and speakers are: 

“Paper and Board Supplies in 
Times of Shortage”’—Stanley F. 
Smith, manager, research depart- 
ment, St. Anne’s Board Mill 
Company Ltd., and chairman of 
the technical section of the British 
Paper and Board Manufacturers 
Association. 

“Inks and Rollers"—R. F. G. 
Holness, chief chemist, Waterlow 
& Sons Ltd., a member of the 
technical committee of the 
Federation of British Printing Ink 
Manufacturers and of the British 
Standards Institution committee 
responsible for the production of 
the Standard four and three 
colour letterpress inks. Mr. 
Holness is also an examiner for 
the Technical Training Board of 
the ink and roller making 
industry. 

“Other Materials Used by the 
Printer*°—Dr. G. L. Riddell, 
director of research, Printing, 
Packaging and Allied Trades 
Research Association, member of 
the technical committee of the 
British Federation of Master 
Printers. 

The Federation’s Sist annual 
general meeting will be held on 
May 22, and will see the submis- 
sion of an eventful year’s report 
by the retiring president, George 
Newman, managing director, W. 
Heffer & Sons Ltd., Cambridge. 


ORFOLK STUDIO: 


Shs hom LANE, LONDON, E.C.4. Tel. CENTRAL 3172 
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Giving the masses what they want 


W z Narvaway 


Among the famous artists who contribute 
regularly to JOHN BULL’s glowing colour- 
gravure illustration is W. E. Narraway. Yet 
another example of the high journalistic 
standards which the new JOHN BULL has 


set for magazine journalism. 


WEEKLY NET SALE OVER 1.100.000 
A giant by any standard 


VHILIP EMANUEL ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2 ALL-ROUND VALUE AND 4 SQUARE GUARANTEE FOR A STRAIGHT LINE 
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ADVERTISER'S WEEKLY 


Claud was always so impulsive ! 


AUSE to remember that branding is a 

guarantee of quali.y. The world responds to 

the advertising of branded goods because it knows whom 

to kick if the product doesn’t please. Let us ponder 

and preach these basic facts of advertising at a time when 

it is more important than ever to guide the public to buy 
wisely. 

What guides the public in its buying? In ninety-nine 
cases out of a hundred it is Display. It may be that the 
retailer has done no more than show the article in his 
window or on his counter. More often than not it is a 
skilful Display piece or showcard that catches the eye. The 
customer is reminded, or persuaded, and another impulse 
sale is created. 


These impulse sales are very important. They represent 
extra purchases that the customer, in the first place, never 
intended to make. No matter what weight you are putting 
into the advertising campaign, your competitor will beat 
you if his Display material is better than yours. 

We don’t claim that our Displays will make the 
customers dive through the window, but we do claim that 
their success is due to our knowledge of what makes 
Display do a selling job. Incidentally, ,,,., as-_— =~ 
would you like to see something we've 
just designed to introduce a new product 
through Display alone? It only cost 
114d.! We shall be very pleased to 
show you this. Just ring EUSton 5351. 


LEON 
GOODMAN 
DISPLAYS 


cemrTeo 


‘i 


Leon Goodman Displays uscre> 


HOUSE OF IDEAS - 


119-125 WHITFIELD STREET 


LONDON - W1 - EUSTON 5351 
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CONFERENCE AGENDA GIVES CHANCE 
FOR ‘NEW MEN AND NEW IDEAS’ 


| Lord Mackintosh said... 


Business 
Programme 


Detailed 


Lord Beveridge and _ the 
Foreign Secretary, Mr. Herbert 
Morrison, are among the 
eminent speakers who will take 
part in the International Ad- 
vertising Conference July 7-13. 

The provisional programme, 
announced on Tuesday, shows 
that the Conference agenda offers 
a broad basis for discussion on 
the main tasks confronting adver- 
tising in a free world. 

Leaders of international adver- 
tising will introduce discussion 
on a variety of subjects, while 
specialised sessions are planned 
to ensure all technical aspects are 
studied. 

“If the vitality of advertising 
is to be maintained there must be 
both new men and new ideas,” 
Lord Mackintosh, the Conference 
President, told a Press conference. 

Evidently the business side of 
the programme was drafted with 
this thought in mind, for it gives 
ample chance for delegates of all 
nations participating to contri- 
bute to discussion. 

The Conference will be opened 
on the Monday under the chair- 
manship of Lord Mackintosh. 
Speakers will include the patron, 
H.R.H. the Duke of Gloucester, 
a senior representative of the 
Government, and Viscount 
Rothermere, chairman of the 
Newspaper Proprietors’ Associa- 
tion 

The ‘ ‘Challenge to ee 
will be delivered by Lord 
Beveridge, who will review the 
world situation and problems 
confronting businessmen attend- 
ing the Conference. Interpreta- 
tion of the challenge in terms of 
advertising and its acceptance on 
behalf of advertising men and 
women of the free world will be 
by Mr. Fairfax Cone, chairman 


@ continued on page 190 


THE VENUE— 


We eee 
Fine Augury For 
The Future 


Lord Mackintosh told Press- 
men?! 

“We are greatly encouraged by 
the response to our Cunference 


Youth Scheme. This consists of 
an invitation by the Advertising 
Association of Great Britain— 
eagerly taken up to date by some 
18 countries—to entertain as 
their guests during the Conference 
and for a week afterwards over 
106 young men and women, aged 
18-28 years. 

“These young people will rank 
as full delegates and so be able 
to contribute to every discussion 
—and we hope they will. This 
is a fine augury for the future 
of advertising.” 


“This is to be a workmanlike 
conference at which we shall dis- 
cuss the character and aims of 
advertising and make the fullest 
use of the international experi- 
ence then to be available to us,” 
said Lord Mackintosh. 

Discussing the final Task, he 
said: “We prefer to study our 
own handwriting and see where it 
can be improved. 

“We in British Advertising 
believe that economic freedom 
and social freedom are _ indi- 
visible. Economic freedom 
depends upon free and vital 
competition. It calls for sales- 
manship in commerce and indus- 
try. It calls for advertising. 
Social freedom demands a free 
Press. Advertising in its com- 


Fairfax Cone 


C. K. Woodbridge 


mercial role ensures the freedom 
of the Press; in its educational 
role it ensures the freedom of 
the mind. 

“Advertising is therefore an 
integral part of our industrial 
and mye life. The adver- 
tising agent consequently must 
have a a ear understanding of that 
field, and he must be looked upon 
as a reliable and professional 
adviser by indftrialists and busi- 
nessmen alike. 

“Advertising is also a partner 
with the Press, and this is a 
partnership to be valued and 
Strengthened. It is in fact a 
partnership of enlightened self 
interest.” 


—THE VISITORS 


Elon Borton 


STOP PRESS! 


FRONT 
1? xl? 
£2 


EXTRA 


TITLE CORNERS 


Commencing May lst 


Apply to C. L. POUNDS, London Advertisement Manager 


LEICESTER EVENING MAIL 


BACK 
1?’ x 1?’ 
|£1°15-0 


CARMELITE HOUSE LONDON B.C.4. 


CEN. 6000 
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Grappling With Shortages 


Sign Men Await News Of 
What Govt. Want From 
Their Industry 


Official interference and shortage of raw materials were com- 
mented on at the annual dinner of the Master Sign Makers’ 
Association last Friday. ‘1 don’t suppose any reputable industry 


or profession is more interfered 
with or pushed about by busy- 
bodies and cranks of every 
description than you outdoor 
advertising specialists,” said 
the Rt. Hon. Maleolm MecCor- 
quodale, M.P. 


Mr. erbert A. 
national president, said: “As a 
trade we are still trying to peer 
through the haze of the rearma- 
ment programme. Some of us 
are doing the best we can to carry 
on without steel, chrome, and 
nickel, and a whole range of raw 
materials.” 

Proposing the toast of the 
Association, Mr. K. J. Oldham, 
past president, si id that during 
the last four year: they had been 
discussing ways jnd means of 
culting out “so-c Jled objection- 
able and dangerc 4s signs.” With 
the help of the Ministry of Local 
Government and Planning, much 
progress had been, and would be 
made. 

Mr. Hawkes claimed that sign 
makers’ responsibilities would be 
specially great this year, when 
thousands from overseas would 
be in Britain for the Festival. 
After referring to shortages due 
to the rearmament programme, 
he promised a_ helpful and 
Patriotic response by the industry 
if the Government would let its 
requirements be known quickly. 

Mr. McCorquodale (head of 
the printing firm of that name) 
said he would beg of those “who 
harry you in your tasks” to re- 
member that Britain was an in- 
dustrial nation and that goods 
had to be sold. 

“The only method by which 
they can be sold efficiently and 
cheaply,” he emphasised, “is by 
wise advertising.” 

The dinner, held at the Dor- 
chester, was followed by a 
cabaret and dance 

Mr. H. J. Pearce, on behalf of 
the Association, presented an in 
scribed silver salver to Mrs 
Hawkes in anpreciation of loyal! 
support for her husband during 
his period of office. Tributes 
were also paid to the efficiency 
and helpfulness of the secretary, 
Mr. P. E. Hall. 


Ad. Research Plan 
—_ 
Postponed 
Proposed establishment of an 
organisation similar to the 
American Advertising Research 
Foundation has been postponed 
indefinitely. general oninion in 
Britain being that the time js in- 
opportune. 


~ BUTCHER AND 
PARSON WANT 
AD. JOBS 


Applicants seeking entry into 
advertising who asked the advice 
of the Advertising Appointments 
Bureau last year, included a bus 
conductor, a butcher, a chirop- 
odist, and an unfrocked clergy- 
man. 

Over 1,100 persons were inter- 
viewed during the year, rather 
less than half being acceptable 

These facts are given in the 
annual report of the Bureau 
which adds: “No applicant has 
yet been refused an interview 
but the apparent readiness with 
which firms and. individuals in 
advertising refer quite unsuitable 
applicants to the Bureau for help, 
imposes a not inconsiderable 
strain upon its facilities. 

Increasing use of the Bureau 
was being made by leading com- 
mercial and industrial houses 
seeking personnel for their adver- 
tising departments. 
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Full support for the campaign of the Retail Trading-Standards Asso- 
ciation against misrepresentation in advertising was pledged at the 
second week-end conference organised by the Yorkshire branch of 


diploma members of the 


Advertising Association in Harrogate. 


Members atte nding are pictured above. 


Gold Watches For 
- , F 
25 Years’ Service 
Saward Baker & Co., Ltd., 
celebrated their fifty-second year 
at a dinner-dance last week at the 
Cafe Royal. Over 100 members 
of the staff were received by the 
founder and chairman, H. G. 
Saward and the joint managing 
directors, Miss E. M. Woodyard 

and F. R. Sainty. 

Gold watches were presented 
to Miss Grace Vaughan, senior 
copywriter, and A. B. Turner, 
age buyer, who have been with 
the firm 25 years. 

West End theatre acts provided 
the floor show. 


BID TO CHECK RISING COSTS 
AND SPEED PRODUCTION 


The following statement was 
issued on Tuesday by Mr. 
Winstan Gordon, President of 
the Display Producers § and 
Screen Printers Association: 

Enough has been said and 
written about rising costs of 
materials and wage increases to 
make buyers of any commodity 
weary of the whole vicious circle 
of frustration and uncertainty to 
a point where they are quite 
likely to say, “We will do with- 
out it.” 

This unemotional game of 

“passed to you” has gone quite 
far enough, and the last shreds 
of energetic private enterprise 
are likely to be torn away by 
business that can only be placed 
under such restrictive clauses as, 
“subject to raw materials being 
available.” “prices ruling at date 
of delivery.” etc., and, worst of 
all, the curt circular informing 
consumers that all prices have 
risen by a fixed percentage from 
a certain date. 

In common with most indus- 
tries, the display and screen 
printing trades are faced with 
these rising costs, but member 
firms of the Display Producers 
and Screen Printers Association 
are being advised and encour- 
aged to take a more realistic view 
of this problem. 


Some rises in their prices are 
inevitable, but they are making 
a serious endeavour to alleviate 
the position in the interests of 
their customers by examining 
every possible angle, to speed up 
production without loss of 
quality, and obtain suitable sub- 
stitutes for some of the materials 
that are either in short supply 
or have reached an exorbitant 
level of cost. 

This young and vigorous in- 
dustry has few equals, and no 
superiors. in the art of improvis- 
ation Their war record is a 
credit to the ingenuity of the 
skeleton staffs of management 
and artists in spite of over- 
whelming difficulties, they man- 
aged not only to maintain their 
position, but captured quite a lot 
of business in the advertising 
market, and if the present posi- 
tion continues, deplorable though 
it may be, they are quite likely 
to do it again, 

Although some of the sceptics 
ind diehards may still say that 
display and screen print was the 
most recent medium to get a foot 
on the advertising ladder. it can 
be said without fear of success- 
ful contradiction that they will 
not be the first to be pushed off 
through rising costs or curtail- 
ment in advertising expenditure? 


Talks On Show 
Publicity 


As a result of recent criticism of 
certain theatrical posters, the 
Advertising Association is 
seeking exploratory talks on 
theatrical and film publicity. 

It has invited the London Poster 
Advertising Association, the 
Film Industry Circle, and the 
Society of West End Theatre 
Managers to a joint meeting. 

Mr. H. H. Mallatratt, secretary 
of the British Poster Advertis- 
ing Association and the Lon- 
don Poster Advertising Asso- 
ciation, has stated that his joint 
committee would be repre- 
sented. The film and theatri- 
cal bodies will consider the 
Advertising Association’s re- 
quest at their meetings next 
month. It is considered likely 
that they also will accept. 

The British Board of Film Cen- 
sors recently met the Film In- 
dustry Publicity Council and 
also other sections of the trade 
to discuss trends in film 
posters, when it was made 
clear that the industry as a 
whole was prepared to co- 
operate with the Board. 


How To Succeed 
In Advertising 


“Success in advertising is 
attained by thinking always of 
what the public wants or is 
willing to hear—not of w hat you 
or your client wants to say. 

This “golden rule” is laid down 
by McDonough Russell, writing 
in the Advertising Presentation 
issue Of ADVERTISER'S WEEKLY 
due next week. 

Theme of the issue js “Presen- 
tation in Word and Sound.” 

Other contributors include D. 
Brook-Hart, on “Why a ‘Con- 
sumer’ House Organ is Value for 
Money,” and Jack Cassels, who 
gives six rules for success in 
direct mail. E. Mitchell Green- 
wood tells the story of a success- 
ful commercial film. and Dan 
Ingman writes on the way ‘to 
capture and hold a commercial 
radio audience. 
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NATIONALS EXPECTED 


Boom In Newspaper Shares 


Selling 


price increase of national newspapers is expected 


shortly following the latest jump in the prices of home-produced 


newsprint. 
to 1:d. would not suffice to 
meet the increasing round of 
costs. 

The Board of Trade has 
announced that from Monday 
paper-makers may charge higher 
prices for home-produced news- 
print, mechanical printings and 
Kraft linear board to cover in- 
creased costs, due mainly to the 
higher price of imported pulp. 
Equalised newsprint price, yet to 
be fixed, will be approximately 
£60 a ton. : 

An order authorises increases 


of: 

£13 16s. 3d. per ton for news- 
print, 

£12 2s. 6d. to £22 2s. 6d. per 
ton for mechanical printings, 
according to grade; and 

£43 Ss. per ton for Kraft linear 
board. ; 

“The price of newspapers 1s 
bound to go aip soon,” stated the 
Londoner's Diary feature in the 
Evening Standard. 

‘Inevitable’ 
—_—— 

“The high cost of newsprint and 
other rising charges make this 
inevitable. An announcement 
that penny newspapers are to 
cost 14d. clearly cannot be long 
delayed. 

This rise has been anticipated 
in the stock markets. There is 
a boom in newspaper shares. 
Here are examples of how these 
share prices have shot up since 
the beginning of the year: 

Express Newspaper 
from 17s. 6d. on 
January 2 to 24s. 9d. 

Daily Mirror 5s. shares: 
20s. 6d. to 28s. 14d. 

Associated Newspapers Ss. 
shares: 20s. 3d. to 25s. 

Kemsley Newspapers £1 shares 
have risen from 36s. 6d. to 
44s. 6d. 

“To my mind, these rises show 
extravagant optimism among the 
investing public. Investors are 
behaving as if they expected a 50 
per cent price rise to increase 
newsnaper profits by a similar 
amount. 

“This is far from the fact. On 
all sides newspapers will be faced 
with higher costs.” 

Returning to the subject on 
Monday, the “Diary” com- 
mented : 

“Heavy buying of newspaper 
shares has obviously been based 
on the belief that I4d. news- 
papers will enable the companies 
to pay bigger dividends. This is 
a very unwise assumption. 

“Quite apart from the rise in 
the cost of newsprint and higher 
labour and distribution costs, 
another important factor to be 
taken into account is the increase 
in the tax on distributed profits 


from 


Already estimates are being aired that an increase 


from 30 per cent to SO per cent. 

“Merely to maintain dividends 
and pay the bigger tax, all com- 
panies will have to make con- 
siderably higher profits. 

“In the case of the Express 
group, I estimate that profits will 
have to rise by more than 
£89,000 if the present rate of 
dividend is to be paid out to 
shareholders.” 


‘Losing Money’ 


A columnist in the Financial 
Times stated: “At least two of 
the national dailies are now los- 
ing money at the rate of thou- 
sands of pounds a week ‘ 

“Some newspaper owners hold 
that costs must inevitably rise to 
such a level that they will not 
be covered by a price of 14d. It 
would therefore be wiser, so 
these owners think, to raise the 
prices of all ‘popular’ newspapers 
to 2d.” 

Mr. W. O. Birkbeck, chairman, 
Daily Circulation Managers’ Com- 
mittee, speaking at Chesterfield, 
said: “When newsprint rises to 
£60 no publisher can escape the 
uplift in selling price. Now it is 
not so much a question of a 14d. 
paper but how soon it may have 
to go to 2d.” 

See Tomorrow's Topics, page 150. 


More Freedom In 
Use Of Newsprint 


The Newsprint Rationing Com- 
mittee has decided to extend the 
rationing periods once again from 


four to eight weeks. 
that this change 
burden of contro] and allow 
newspapers greater freedom in 
the use of newsprint. 

Newsprint returns will still be 
made every four weeks but news- 
papers will be able to average 
their consumption over eight 
weeks. The current rationing 
period will be extended from 
May 6 to June 3. 


It is hoped 
will ease the 
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SELLING PRICE INCREASES 


FOR 


New Problems 
In Ireland 


Negotiations on a further wage 
claim by operatives in Dublin 
newspaper offices are about to be 
resumed. 

It is contended by the Unions 
which threatened strike action 
during a recent wage dispute that 
the settlement was not complete, 
and it was agreed that éhere 
would be an early re-opening of 
the case. 

Dublin newspapers 
faced with a 
trans-Atlantic 


are also 
sharp rise in the 
freight rates for 
the transport of newsprint in 
Irish ships, and also with the 
rising price and restricted quan- 
tity of newsorint available. 
Consideration is already being 
given as to the necessity for a 
further application to the Govern- 
ment’s Prices Advisory Commis- 
sion to secure another revision of 
advertising rates to help bridge 
the widening gap between revenue 
and expenditure. The last in- 
crease permitted by the Irish 
Government—40 per cent—be- 
comes effective on May 1. 


100,000 Tons Coming 
From Canada 


Arrangements have been made 
by the Newsprint Supply Com- 
pany for this year’s newsprint 
supplies from Canada and the 
company expects to obtain 
100.000 tons. This figure includes 
a small quantity shipped at the 
end of 1950. 

Negotiations for deliveries in 
later years are proceeding satis- 
factorily, but it is too early yet 
for any statement. 

Mr. Harold Wilson. then Presi- 
dent of the Board of Trade, made 
this announcement in the Com- 
mons last week. 

He was asked if these arrange- 
ments would enable the present 
size of newspapers to be main- 
tained through the last part of 
this year? 

A great deal depended on the 
actual time of arrival of supplies, 
he replied, but promised that if 
there was any danger to news- 
print supplies he would consider 
the reduction of exports. 
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ODD SP@T 


Too much publicity is 
blamed by hotels at Stratford- 
on-Avon for their lower 
bookings. 

They consider the drop is 
due to the fact that everyone 
assumes Stratford will be 
packed out for the Festival. 

Slogan for a new campaign 
over the next few weeks is 
“Shakespeare's town has 
room for you.” 


FESTIVAL 
POSTERS 


The 15 best posters chosen in 
an open competition organised 
by the Festival Office in collab- 
oration with the Advertising 
Association, the Incorporated 
Society of British Advertisers, 
and the Institute of Incorporated 
Practitioners in Advertising were 
submitted by: Arthur Guinness, 
Son & Co., Ltd.: British Overseas 
Airways Corporation; Chas. 
Hammerton & Co., Ltd.; Central 
Office of Information, on behalf 
of Director of Naval Recruiting; 
Crosfields (CWG) Ltd.: Crookes 
Laboratories Ltd.: H.P. Sauce 
Ltd: J. Lyons & Co., Ltd; 
McDougalls Ltd... Murphy Radio 
Ltd.; National Savings Commit- 
tee: Nestle Co., Ltd.; Rowntree 
& Co., Ltd.: Shell-Mex & B.P. 
Ltd.; Watney, Combe, Reid & 
Co., Ltd. 

Majority Vote 

The judges, under the chair- 
manship of Sir Michael Balcon, 
were Lord Mackintosh, James 
Fitton, Ruskin Spear, and Miss 
Audrey Withers. 

Sixty-seven posters were sub- 
mitted. The judges were asked 
to select the 15 best but not in 
order of merit. Selection was 
made by a majority vote. 

The competition—for outdoor 
16-sheet posters. new or not dis- 
played before January 1, 1950 
was arranged to ensure a high 
standard of posters in the neigh- 
bourhood of the South Bank 
Exhibition. The posters will 
occupy fifteen 16-sheet sites in 
York Road. S.F.1. facing the 
South Bank Exhibition. The sites 
are owned by the British Trans- 
port Commission from whom the 
successful advertisers will rent 
the spaces at commercial rates. 


Drive To Sell U.S. Magazines Here 


American journals produced 
in this country would not have 
a sufficiently large advertise- 
ment revenue to allow of 
opulent display and print. 
Their arrival would not put a 
penny on advertising appro- 
priations, and they would have 
to join in the general scramble 
if they wanted to sell space. 

Expressing these views to the 
Publicity Club of London on 
Monday, Mr. S. James Brown, 


managing director of Amalgam- 
ated Press, believed it was almost 
certain that there would be an 
attempt to sell American 
periodicals here in far greater 
quantities than now. But British 
publishers had no fear as to their 
ability to wipe American opposi- 
tion off the map. 

One of the biggest stumbling 
blocks the Americans would find 
here was, he believed, the com- 
plete difference in the American 
way of life. 

Confessing that he found their 


vividly coloured advertisements 
of hams and meats and fishes 
“absolutely detestable.” Mr. 
Brown said that American pub- 
lishers would not find paper here 
in any appreciable quantities and 
they would be gravely upset by 
finding no printing facilities 
whatever. 

“But I think they will try at 
first by im»orting complete maga- 
zines and seeing whether we will 
swallow them with al] their ad- 
vertisements, and pay for them,” 
he said. 
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Woolton Says Press Ads. 
Beat Sponsored Radio 


Lord Woolton said fat the 
Newspaper Society’s annual 
dinner on Tuesday that: 

He believed newspapers are 
a better advertising medium 
than sponsored radio; 

“Some of us are not 
enamoured of the idea of a 
Press Council; - 

“Under a different adminis- 
tration newspapers could have 
a bigger supply of newsprint. 
New sources of supply, in this 

country, of pulp for newsprint, 
were hinted at by Mr. W. T. 
Curtis-Willson, retiring president 
of the Society. 4 

Lord Woolton amused his large 
audience at the Dorchester by 
describing how, having given up 
journalism to become an adver- 
tiser, he paid back to the news- 
papers vastly more money than 
they had paid him. “I had to 
write the stuff that I put in, and 
you charged me for it!” he said, 
but added, “I am satisfied that if 
anybody wants to sell goods, they 
will find no better medium than 
the newspapers of this country.” 

On the subject of the Press 
Council, Lord Woolton com- 
mented: “There are some of us 
who are not very anxious to 
control you.” 

He did not believe that it could 
be a good thing for the public 
life of the country that there 
should be such a severe restric- 
tion on the quantity of news 
printed. 

Mr. Curtis-Willson also com- 
mented on shortages of raw 
material and rising labour costs. 
After urging the search for new 
materials he said: 

“This summer we shall have in 
this country the beginnings of a 


_mew source of supply of pulp 
from which we shall make news- 


print.” 

It would be only a trickle at 
first, but if it proved that news- 
print could be made from 
materials at present untapped, 
newspapers would embark on a 
new era. 

The new price of £60 per ton 
for newsprint was beyond the 
capacity of any of them to pay 
with equanimity, he said. 


Diploma Exams 


The Advertising Association is 
to make two special awards in 
connection with this year’s dip- 
loma examinations. 

Each award will consist of 25 
guineas and free registration for 
the International Advertising 
Conference. The awards wil] be 
made, subject to the final decision 
of the examiners, to the candi- 
dates who obtain the highest 
marks in Division “D” of the 
final section. 

There are 427 entries this year. 
and 46 candidates will be taking 
part in the Division “D” examin- 
ation. 

The examinations 


are bei 
held from May 8-11. ies 


They Met Truman 


Highlight to date for the 20 
Newspaper Society members now 
in the U.S. was a meeting with 
President Truman in Washington 
on Friday. The President shook 
hands with each member. 

The British newspapermen had 
come to Washington from Phil- 
adelphia where they were guests 
of the Inquirer and the Bulletin. 
Preceded by a police motor cycle 
escort they were hurried out of 
the city to visit the Main Line 
Times, one of the largest U.S. 
local weekly newspapers. 

In Washington the party were 
welcomed by Peyton R. Evans 
(secretary of the Washington 
Publishers’ Association), and 
shown over the plants of the 
Post, the News and the Star. 

Eight members attended the 
annual reception and dinner of 
the American Society of News- 
paper Editors on Saturday. 

On Monday they returned to 
New York for the annual meet- 
ings and luncheon of Associated 
Press. On Tuesday and Wednes- 


day they attended sessions of the 
American Newspaper Publishers 
Association. 
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| ‘COMMERCIAL’ 
TEST FOR M.P’s 


Members of Parliament 
watched a “commercial” tele- 
vision test at Westminster on 
Tuesday night. 

A £2,000 “closed line” test 
was given by a firm of radio 
manufacturers at the invitation 
of the Parliamentary and 
Scientific Committee. 

The M.P’s were told by a 
demonstrating engineer that it 
was hoped stations would be 
able to use the same picture 
standards as the B.B.C. 
(receivers would have to be 


adapted to take different 
wavelengths). The defence 
programme would have a 


negligible effect on the setting 
up of stations it was stated 
and stations would be run by 
private firms or by munici- 
palities. 


Colour And 


Commerce 


Over 100 people, representing 
leading agencies and manufac- 
turers, were present at a cocktail 
party held by Future magazine 
at the Adprint exhibition of 
colour photography on Monday. 

Idea behind the party was to 
show the visitors the application 
of colour photography for indus- 
trial and commercial purposes. 


Chairman of the Publicity Club of Leeds, Henry J. Sutcliffe, held a 
cocktail party on the occasion of the Club Development Committee 


Conference, at Harrogate. 


Left to right are:—W. H. Hamp Hamilton, 


Robert Williamson, vice president of the Publicity Club of Leeds, 


Henry J. Sutcliffe, Cmdr. 


Alan Robertson-Macdonald, Chairman, 


C.D.C., W. R, Balch, vice-president of the Publicity Club of London, 
Derek J. Roe, W. J. Leaper. 


‘Printed Post Rise Hits At Industry’ 


The proposed 50 per cent in- 
crease in the postal rate for 
printed papers (which has been 
the subject of protest from the 
British Direct Mail Advertising 
Association) has been denounced 
in the House of Commons as a 
blow at industry and commerce. 

Leading the attack, Mr. W. S. 
Morrison referred to a complaint 
from a South Wembley firm: 

“In 1950 we despatched 

548,743 circulars at printed 

Paper rate representing a post- 

age bill of £2,286 8s. 7d. The 

proposed new postage of 14d. 
means that our costs will be 
increased by £1,143 plus, of 
course, the additional postage 
on thousands of invoices, 

Statements, receipts, orders, 

price lists, etc,” 

“tt makes quite a difference to 


this man if he has to pay another 
£1,000 a year,” said Mr. Morri- 
son, “and the effect is that, if he 
is to survive at all, he has to meet 
that increased cost, and I 
prophesy that all, or a certain 
amount, of this increase will go 
Straight on to the cost of the 
commodities which he produces.” 

After quoting protests from the 
National Chamber of Trade and 


the National Union of Manu- 
facturers, he urged that the 
printed paper rate should be 


borne by the higher rate that is 
charged for the rest of the 
postal work of the Post Office. 

Mr. L. W. Joynson-Hicks also 
contended that the increases on 
the printed paper rates were 
charges which would hit com- 
mercial people 


Aprit 26, 1951 
‘Dyehards’ Told 


Period Spending 
On Ads, Gives 
Best Results 


“Advertising is a modern 
science and used properly in the 
right hands must and can increase 
your business.” 

This testimony, based on his 
own experiences, was made by 
Kenneth Barker, director of a 
large dry-cleaning firm, to mem- 
bers of the Dyehards Club in 
London. 

A panel of club members were 
giving their views on matters of 
interest to the industry. (The 
Dyehards Club consists of execu- 
tives of the dry cleaning and 
dyeing industry.) 

Question put to the panel was: 
Do you think the _ satisfied 
customer is the only worthwhile 
form of advertising? 

Mr. Barker said: “Do not 
imagine that placing a four-inch 
d.c. in your local paper will in- 
crease your business. My advice 
is do not do it yourself. Go to 
a firm which specialises in adver- 
tising. Be prepared to spend 
money over a long period and 
it will bring results.” 

Another member, Mr. E. 
Bolton, said his firm had a pre- 
pared sequence of ads. which 
brought in definite results. If 
they advertised a special line like 
mattress cleaning they found it 
brought in immediate custom but 
had no lasting results. 


THEY DISLIKE 
GABLE-END ADS. 


Allegations that the Corpora- 
tion was biased against the gable- 
end advertisement, were made 
before a town and country plan- 
ning inspector at Nottingham by 
Desmond Healey, senior repre- 
sentative of Arthur Maiden, Ltd., 
advertising contractor of Liver- 
pool. 

He said to Hugh Lawson, de- 
puty city engineer: “You don't 
like them and don’t want them.” 

Mr. Lawson: Generally speak- 
ing that is true, but each case is 
considered on its own merits. 

It was stated that out of 389 
applications (for all kinds of 
advertisements) the Corporation 
had approved 273. 


. * 
‘Religious Press Can 
. 
Give A Lead’ 

The important part the religious 
Press could play in propagating 
the idea of real freedom to men 
who were “sick of running round 
in circles,” was stressed by the 
Bishop of Brentwood (the Rt. 
Rev. George Andrew Beck) 
speaking on “Freedom and the 
Press” at the annual luncheon of 
the Religious Weekly Press Group. 

It was the duty of the Press, 
he said, not only to discharge the 
truth but to seize upon it. It 
could give an invaluable lead in 
the return to the theological con- 
ception of man, 
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Club News | 


East Anglia 


Government P.R.O.s 


East Anglian Publicity Club 
heard a talk on “Government 
P.R.O.s,” by R. L. Phillips, at 
Colchester. 

Mr. Phillips (who was formerly 
P.R.O. to the Minister of Fuel 
and Power) dwelt on his experi- 
ences during the fuel crises and 
outlined the responsibility and 
importance of public relations in 
wartime—in particular the foster- 
ing of friendly relations with 
allied service personnel. 


North Wales 


Group Organisers 
Appointed 

In addition to officers elected 
at the annual meeting the North 
Wales Club Council has appoin- 
ted the following: vice-chairman 
—F. A. Bottom; membership 
secretary—Mrs._ E. . Hart; 
editor—Arnold E. Jones; Press 
officer—Norman Stewart. 

Under the new decentralisation 
scheme, the following area group 
organisers have been appointed: 
Wrexham—R. Sheppard Holway; 
Rhyl, Prestatyn, Abergele—F. A. 
Bottom; Liandudno, Conway, 
Colwyn Bay—F. W. Jefkins. 


Aldwych ‘Captain’s 
La 
Day’Golf 

Nearly thirty attended the 
Captain’s Day meeting of the 
Aldwych Club at Hendon Goif 
Club last Thursday. Results: 
Morning. Captain’s Prize: win- 
ner W. G. Barney (2 down); 
runner-up, J. V. White (4 down); 
hidden 9 holes, J. T. Patterson. 
These prizes were given by the 
captain, Alfred Craske. 

Afternoon. Greensome Stable- 
ford competition for the Glasgow 
Herald Shield: winners, W. G. 
Barney and Jesse Scott Cg 
points); runners-up, C. 
Forsyth and A. C. Lucas 09} 
points). 

. * * 

Spring meeting of the Publicity 
Club of London golf circle was 
held last Wednesday at Roe- 
hampton Golf Club when a good 
attendance of members com- 
peted for the Keliher Cup and 
prizes presented by Peter Painter 
(joint managing director of Sells 
Ltd.), John Rosswick (advertise- 
ment manager of Woman) and 
Gordon Millem (executive direc- 
tor of Sells Ltd.). 

For the best score against 
bogey the winner was D ° 
Gwyer Gibbs with a score of 2 
up. Runners-up were John Ross- 
wick and A. H. Mclsaac (Argus 
Press). Prize for the best 9 holes 
was won by C. H. Nida. 

At an informal meeting that 
followed, plans were discussed 
for a summer and autumn meet- 
ing. 


ALL SMILES 
AT 


SHEFFIELD 


The Club's emblem formed an impressive backcloth for the President's 
luncheon at Sheffield 


Liver, 


TRUTH MUST BE THE HALLMARK 
IN ADVERTISING, says Lord Mayor 


The third birthday luncheon of 
the Liverpool & District Publicity 
Association received civic recog- 
nition by the presence of the 
Lord Mayor of Liverpool (Ald. 
Rev. H. D. Longbottom) and 
other corporate dignitaries. 

Replying to the toast of the 
City, moved by Mr. W. H. Wilde, 
the chairman, the Lord Mayor 


added that unless advertising bore - 


the hallmark of truth, it was 
ultimately bound to fail. 

Prof. W. Lyon Blease, of 
Liverpool University, in an ad- 
dress on “Publicity in Everyday 
Life,” said that the public had 
extraordinarily sound judgment in 
the end, and no political charla- 
tan or shoddy workman could 
ever advertise a thing or an 
idea without the public refusing 
to accept it sooner or later. 

He conceded that modern ad- 


vertising methods were more 
tasteful and discriminating and 
better adapted for approaching 
people of critical minds and inde- 
pendent judgment. 

The toast of the Association 
was proposed by Mr. Eric 
Schofield, president of the Man- 
chester Publicity Association, 
who recalled his early days selling 
space in Liverpool. It was neces- 
sary that advertising should draw 
into its ranks young men who 
were prepared to blaze the trail in 
the same way, and it was up to 
the older men to guide them 
aright. 

Replying, Mr. W. John 
Merrick, a member of the Asso- 
ciation’s Council, referred to the 
interchange of visits between 
members of the Manchester and 
Liverpool Associations. 


Rest Of The Club News In Brief 


Among new members of the 
Publicity Club of London are 
E. W. Hunt, managing director of 
Studio Irwin Ltd... Mrs. Ann 
Simpson, advertisement manager 
of Nursing Notes Ltd., Alan 
Campbell - Johnson, managin 
director of Campbell-Johnson Ltd. 
and Miss Phoebe Sanderson, 
P.R.O., Institution of British 
Launderers Ltd. 

. * ~ 


David Hayes, P.R.O. of Aer 
Lingus (Irish Air Lines), gave an 
interesting talk to members of the 
Advertising-Press Club in Dublin 
on “Aer Lingus Publicity 
Methods.” 

* * * 


Robert Boothby, M.P., who is 
associated with the advertising 
business through his directorship 
of David Allen & Sons Ltd., 
poster advertising contractors, 
gave an after-lunch address to 


the Aldwych Club on “Western 
Union and the Road to Peace.” 


* * * 


Finals of the national public 
speaking contest will be held 
during the International Adver- 
tising Conference week, it was 
announced at the Publicity Club 
of London meeting on Monday. 

On May 7 the Club and the 
Regent Advertising Club will 
meet for the finals of the 
Southern Area and also for the 
annual Imber Cup _ contest 
between these two clubs. 

* * 7 


Winston Hand, estate and 
property surveyor to Newcastle 
Corporation. told the Newcastle 
Publicity Club that shortage of 
land suitable for industrial devel- 
opment is one of the greatest 
hampering factors in Newcastle's 
campaign to attract new indus- 
tries to the city. 


ADVERTISER'S WEEKLY 
Leicester 


‘Brains’ At Work 


A wide range of questions was 
tackled by a “brains trust” at the 
Publicity Club of Leicester's 
final lunch meeting of the session 


last Friday. 

The “brains” were: M. B. S. 
Pollock, advertising manager, 
Montford Knitting Mills Ltd; 
A. H. Franklin, account execu- 
tive, Gee Advertising Ltd.; J. C. 
Barber, senior account executive, 
Frank Gayton Advertising; and 
J. Roberts, director, Wills & 
Hepworth Ltd. 

Three founder members of the 
Club, Peter Dobbie, L. E. Lavis, 
and Sid Buckingham, were also 
present. 


Berks and Bucks 


Ad. Managers Defend 
Their Jobs 


Advertising managers were 
called on to justify their existence 
when sales managers claimed 
they were capable of handling 
publicity, with agents’ assistance, 
at a “quiz” staged by Berks & 
Bucks Publicity Club last Thurs- 
day between the Club and the 
Royal Counties Branch of the 
Incorporated Sales Managers’ 


Association. 
were—Publicity 


The teams 
Club: H. F. Chilton (Horlicks), 
W. Brooker (Aspro), and 
Dailey (Creative Advertising 
Artists); Sales Managers: 
Crowlie (Hoover's), Wynne- 
Williams (High Duty Alloys) and 
Lewis (Huntley & Palmer). H. E. 
Shalson, a committee member of 
both organisations, was quiz 
master. 


Southampton 


. . 
Mirror Of Life 

The Press must be taken © 
seriously—not only as a medium 
of information and _ entertain- 
ment, but also as an emotional 
and intellectual factor in the 
everyday lives of the people, 
said Mr. Gordon Sewell, ad- 
dressing Southampton Publicity 
Club on “Refiections on Journal- 
ism. 

If a newspaper was sometimes 
sensational and vulgar, the fault 
was not always with those who 
conducted it. Life itself was often 
sensational and vulgar, and the 
——7 was but a mirror of 
ife. 

Cr. R. H. Hammond presided, 
and the guests included the 
Southampton, Bournemouth, 
Portsmouth and Winchester prin- 
oo of the Southern College of 


Hult 
Sketching 


At a meeting of Hull Publicity 
Club, Mr. C. . Grahame 
Simmons, the Hull Daily Mail 
chief artist, gave a talk on 
sketching and national advertis- 
ing figures, enlivened with cari- 
catures of various members of 
the club. Mr. E. F. Hopper, the 
president, was in the chair. 


eS | ‘ 

athe - 
hy Tm 2 
| ee | ; 
Re Mm DATTA 7 - Publicity . a. 2 7 
i a a ~ -. 
ee oe Tt 6 6a 
8 a : . = 7 - 2° 
ae Mr oe | 

a: De ME Se es 3 ? 

¥ aie. ‘s, ' * < : 

a eS tele 
ug eG Sl i Kn SS hes: 

i a ——— 

ft 

4 d F | 

\ 7 a Pt 

Se aN 4 
- i 
& 2507s Tee ene 
3 4 \ 
” 


ADVERTISER’S WEEKLY 


NEWS ABOUT PEOPLE. 


F. W. Jefkins Secures 
A.A. Appointment 


F. W. Jefkins, Liandudno’s 
publicity manager, has been 
appointed 
assistant 
general = se- 
cretary to 
the Adver- 
tising Asso- 
ciation. He 
holds the 
D.A.A. and 
is a member 
of LA.M.A 
F ounder- 
secretary of 
the Publicity 
Club of 


F. W. Jefkins 


Wales he 
was recently 
appointed group organiser for the 
Llandudno, Colwyn Bay, Conway 
area. He helped to organise for 
the Publicity Convention of 
North Wales, last September. He 
has represented North Wales on 
the Club Development Commit- 
tee. Since 1934 Mr. Jefkins has 
had varied advertising experience 
in publishing, books, department 
stores, soft drinks, and finally re- 
sort publicity. At Llandudno he 
created a live publicity depart- 
ment, produced the largest resort 
guide, increased the town’s pub- 
licity funds, and introduced new 
methods of publicising the 
resort's attractions 


* * * 


John Davenport, advertisement 
director of Reader's Digest 
(British and South African edi- 
tions), is at present on a liaison 
trip to Reader's Digest in New 
York. He will also visit the 
Canadian offices of the Digest at 
Montreal. William Larkins, art 
director for the British edition. 
States and 


also left for the 
Canada last week. 


George Newman, president of 
the British Federation of Master 
Printers, presents the gold medal, 
won in the Federation's layout 
competition, to Raymond T. 

_ Murray, compositor, Wightman 
& Co., London, 


Gordon Hidden, an account 
executive with The Robert Free- 
man Co., Ltd, has been 
appointed advertising manager 
of Colgate-Palmolive-Peet Ltd., 
as from Monday. Before joining 
Robert Freeman's he was with 
Red Line Glico Ltd., an associate 
company of Esso Petroleum Co. 

* * * 


David Murray, advertising con- 
sultant, has been appointed to 
act as advertising manager for E. 
Griffiths Hughes Ltd. 

* * * 

Claude Simmonds is joining the 
board of the Winter Thomas Co., 
Ltd. Together with R. G. Pye, 
chairman of Winter Thomas, he 


is also joining the board of 
Editorial Services Ltd., public 
relations consultants. The two 


companies will continue to pre- 
serve their individual identity and 
to provide their existing special- 
ised services for clients. At 
Editorial Services Ltd... Mr. 
Pye and Mr. Simmonds will be 
working with J. P. Thornton and 


Mrs. E.{ B. Clarke, present 
directors. 
* | * * 


Kenneth G. Briskham has 
relinquished the advertising man- 
agership of the Lincoln Electric 
Co., of Welwyn Garden City, to 
take charge of the advertising 
department of British Glues & 
Chemicals Ltd: He lectured for 
a period on advertising psycho- 
logy for London County Council. 

* | * * 

S. A. Mousley has 
appointed! sales manager of 
Dunlop's general rubber goods 
division in Manchester. 

* * * 

R. C. Liebman wil! relinquish 
his post as public relations officer 
for Jenolite Ltd. as from April 
30 


been 


* * * 


Hugh Auger, director of Auger 
& Turner Ltd., sails from South- 
ampton on Saturday for the 
United States. He is to visit 
affiliates Turner & Dyson Inc., 
to study the New York office's 
television and radio advertising 
section. He then flies to Chicago 
and after visiting Washington, 
Cleveland and Detroit returns to 
the United Kingdom in mid-June 

* * * 

Leslie A. Luke, public relations 
officer of Coras lompair Eireann 
(Transport Company of Ireland), 
is resigning his appointment to 
return to journalism. He has 
been appointed London editor of 
the Irish News) Agency. 

* | % * 

Harry Cox, who has been on 
the advertising side of the 
Sunderland Echo for eight years, 
is leaving to become a trainee- 
manager with British Home 
Stores in London. 
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Eric Clayson Is New President 


Of The Newspaper 


E. M. Clayson 


Eric M. Clayson, managing 
director, Birmingham Post & 
Mail Ltd., has been elected presi- 
dent of the Newspaper Society 
for 1951-2. 

Kenneth Brown, director and 
business manager, Hornsey 
Journal and allied publications, 
is senior vice-president, and 
r. G. Moore, general manager 
(South), Portsmouth & Sunder- 
land Newspapers Ltd., junior 
vice-president. 

A chartered accountant with a 
brilliant examination record, Mr. 
Clayson became a_ substitute 
member of the Newspaper 
Society's council in 1946, a co- 
opted councillor in the following 
year, and chairman of the coun- 
cil’s Daily Newspaper Panel in 
1948. In 1949 he was president 
of the West Midlands Newspaper 
Society. 

Mr. Brown is hon. secre- 
tary of Greater London's Greater 
Press. He is a director of the 
Newsprint Supply Company and 


Kenneth Brown T.G 


Society 


. Moore 
a member of the Newsprint 
Rationing Committee. 

Mr. Moore was president of 
the Press Advertisement Mana- 
gers’ Association in 1939, and of 
the Wessex Association of the 
Society in 1948/49. He is a 
council member of the Advertis- 
ing Association and of the 
National Advertising Benevolent 
Society, of which he is a past 
chairman. 

H. G. Clarke, chairman and 
managing director, Leamington 
Spa Courier, was re-elected the 
Society's treasurer, a position he 
has occupied since 1942. He has 
also for 23 years been hon. 
treasurer of the Society's asso- 
ciated organisation, Newspaper 
and Printing Industries Pension 
Fund Limited. 

F. Herbert Grime, joint man- 
aging director, West Lancashire 
Evening Gazette, president of the 
Society in 1949/50, was elected 
an hon. vice-president. 


Henry J. Sutcliffe, chairman of 
the Publicity Club of Leeds, has 
been elected chairman of the 
Northern Area Council of the 
National Association of Retail 
Furnishers, which covers York- 
shire and Lancashire. 

* * 


The Council of the Federation 
of Master Printers have approved 
the nominations of Rolf Unwin 
as president 1951-2, and F. 
Russell Baylis as vice-president. 

* * * 


Brian MacCabe, managing 
director of Foote, Cone & Belding 
Ltd., returned from Greece last 
week after a flying visit by way 
of Paris and Rome on the out- 
ward journey, and Nice and 
Amsterdam on the return. 

* - * 


Olaf Ellefsen, Foote, Cone & 
Belding director, flew last week 
to the Switzerland office of F.C.B. 
to discuss details of some of the 
firm’s international accounts. 

. * * 


Vice-president of 
national Federation of the 
Periodical Press W. H. van 
Baarle, of The Hague, has been 
made a Knight of the French 
Legion of Honour. 

* * 


the Inter- 


~ 

E. Silcock, general manager. 
has been appointed a director of 
the Monotype Corporation Ltd. 


An alarm clock, a brief case, 
and two oak bedside tables were 
presented to E. Naylor, publisher 
for the Sheffield Telegraph & Star 
Ltd., when he left the firm after 
23 years’ service to enter the 
wholesale newspaper world. Mr. 
Naylor has been appointed a 
director and news manager of 
H. Turner & Son Ltd., of West 
Bar, Sheffield. He is to be 
succeeded by C. H. Sibley, from 
the firm's commercia! department. 

* * * 


S. D. Williams, account execu- 
tive with Gordon & Gotch 
Advertising Ltd., has just taken 
the degree of M.A.(Oxon.). 

* * * 

J. Cleveland Belle, director of 
the Cotton Board's Colour, 
Design and Style Centre, has 
relinquished his appointment but 
will continue to act as consultant. 
His successor is Donald H. 
Tomlinson. 


OBITUARY 
George E. Miall 


George E. Miall. managing 
director of Alert Circularising 
Co., Ltd., died last week, aged 
77. He founded the firm over 40 
years ago and, in all, had spent 
50 years in and around Fleet 
Street. 
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Children? Two, one aged four and 


the other is six months. Not much spare time? 
EVERY ADVERTISEMENT 


You’re right, but when I do get time to relax IN MY HOME IS BACKED BY 


I usually read or knit. I’m making a Twin set A LOYAL READERSHIP 


at the moment from a design in my monthly 


magazine. I’ll probably knit a few rows to-night Mi y H 
when I settle down after the evening meal. 


Found a nice recipe today—thai was from my 
SALES EXCEED 
magazine, too. Which reminds me, there’s an 


advertisement in this month’s issue for a new 4 3 @) »O oO  @) 


washing powder—must give that a trial. What 
magazine do I read? Why of course, MY HOME 


PAGE RATE £160 I1- MONTHLY AN A*P PUBLICATION 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, E-C.4 
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April 26, 1951 


Muted Voice 


Te provisional programme for the International Advertising 


Conference creates a most favourable impression. The 

Programme Committee has done its work well. The pattern 
of the major sessions has been conceived with imagination and 
realism. The issues selected for discussion are those vital, not only 
to advertising as a business, but to every man and woman engaged 
in advertising in their capacity as citizens of a free world. The 
specialised sessions, with their broad scope and diversity, should 
provide delegates with an unequalled opportunity to compare 
knowledge and experience. Speakers include some of the most 
outstanding figures in the advertising world from both sides of the 
Atlantic. 

* a a 

UITE properly, Great Britain, as the host country, has been 

mocest in its claim to representation on the panel of speakers. 
In an international conference, if it is to be genuinely international, 
every country represented must take its fair share. To overweight 
the sessions with British speakers would be both bad policy and 
bad manners. 

But it is possible to carry modesty too far. This Conference 
will be something more than a gathering to share vocational 
know-how. It will also provide a forum from which the free 
world of advertising will add its voice to the great war of words 
that unhappily divides human society. 

To this debate Great Britain, by virtue of its mature experience, 
can make a unique contribution. This nation’s point of view 
should be adequately expressed. Yet, at the opening session, no 
provision is made for a speaker from these islands to answer the 
challenge to advertising. This appears an omission that can, and 
should, be remedied. 

a * * 

UBLICATION of the programme must also be considered as 

a very important part of the Conference press relations 
campaign. Despite all that has appeared in print, the impact of 
the Conference on the rank and file of the advertising business 
has so far been surprisingly slight. On the public, generally, it 
has been negligible. It is the job of press relations to overcome 
this tardiness of interest. 

If this programme does not stimulate interest, nothing will. 
There is something here for everybody in advertising and its allied 
businesses. Big names and big issues make a first-rate story, which 
must be plugged and plugged, by every means, until the im- 
portance of the Conference as the biggest event in advertising for 
many years is everywhere recognised. 

This “splash” must be followed up by a crescendo of publicity. 
Newspapers throughout the country must be fed with fresh 
stories, whenever any new announcement can be made, so that 
by repetition the words “International Advertising Conference” 
are impressed indelibly on the public mind. 
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To-morrow’s Topies 


Printers plan 


to cut costs 


AISING of national news- 
paper selling prices (forecast 
in this column three months 
ago) which will inevitably follow 
the announcement that home- 
produced newsprint will in 
future cost £60 a ton should 
bring home forcibly to adver- 
tisers and the public the fact 
that publishers are working 
under immense financial strain. 
Unfortunately, the rising spiral 
of costs has not yet reached its 
upper limit. There are, for 
instance, forecasts that newsprint 
will go up to £70 or £80 a ton 
before the end of the year. 
Some printers are now con- 
sidering how they can best help 
in the bid for stabilisation. One 
printing house with works in 
several parts of the country is 
calling its executives together to 
prepare a list of suggestions for 
cutting costs for their customers. 
Others are expected to follow 
this lead towards stabilisation, 
because they can see a major 
costs crisis coming to the whole 
field of printing and publishing. 


—_—=— —_— — 

From Ireland, too, there comes 
news of “phenomenal increases” 
in the prices of all types of 
paper. The manager of Clondal- 
kin Paper Mills, County Dublin, 
is reported to have said: “There 
has been an all-round increase in 
paper prices of 120 per cent.” 
Stationery has gone up 50 per 
cent, and some Irish firms say 
they are going to adopt the 
economy measure of replying on 
the back of letters. 


— -— £ #3 


Sponsors to aid 


young delegates 


HE International Advertising 
: Conference is going to be 
an expensive affair for some 
delegates. 

It may cost them only £6 or 
£7 a day (including hotel charges) 
as some have estimated, but the 
figure is more likely to average 
nearer £10 after entertaining has 
been done. 

This need not frighten off any 
of the younger British delegates, 
for whom efforts are being made 
among provincial advertisers to 
find sponsors at £20 to £25 a 


head. Some special events are 
being organised for them. 

The appeal for sponsors has 
been made informally through 
the clubs. There has been some 
sign of encouragement, but many 
more sponsors are still required. 


—_ _— —_— 

Energetic bid is to be made to 
develop Father's Day in Britain 
(June 17) along American lines. 
The Press advertising campaign 
will be developed, and retailers 
are being invited to assist in the 
drive to encourage trade for this 
new gift day. The Father's Day 
Association has ordered the print- 
ing of window stickers. 


Election campaigns 


preparing 


ITH a General Election in 

the offing, great interest will 
be centred on the methods 
adopted by the two main con- 
testants in the development of 
their publicity campaigns. When 
the election takes place many 
hundreds of thousands of pounds 
will be spent on Press advertise- 
ments, posters, pamphlets, and 
films for showing on street 
corners. 

Under the direction of super- 
salesman Lord Woolton, Con- 
servative Party publicity has been 
brought to a high pitch of 
efficiency, but there still appears 
to be a lack of the hard-selling 
element which characterises suc- 
cessful commercial campaigns. 

Critics last time said the mas- 
sive Conservative poster cam- 
paign failed to achieve maximum 
effect because distribution was 
unscientific. Some “safe” con- 
stituencies were saturated with 
posters while “marginal” con- 
stituencies had scant coverage. 

It is understood that a new 
plan is being prepared for next 
time. 

— — = 

Advertisers awaiting a Govern- 
ment decision on the Beveridge 
Committee's report on broadcast- 
ing must be patient. No lead is 
likely for some time. When the 
late Ernest Bevin took on the 
unspecified duties of Lord Privy 
Seal one of his first assignments 
was to study the report and make 
recommendations to the Cabinet. 
Now somebody else will have to 


do the job. 
ROUND TABLE 


E.W. PLAYER LTD 


30 FLEET STREET - LONDON E.C.4-+ CENTRAL 2786 (3 lines) 


The London Office of some of the best media in the country 
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To reach the 


Younger S 


without waste 
i te an RT 


ts the uni agazine 
©) . fs the unique magazine in 
Be | ive oe tO ase : ; — * 


“hs ; ae me 
Pee ‘get 


A HAND-PICKED MARKET—that is what Vanity Fair offers you. There’s no 
waste with Vanity Fair if your product appeals to the younger, smarter 
woman, who knows what she wants out of life, the woman with a keen dress 
sense, the woman who is choosey but who has the means to satisfy her 
appreciation of the better things in life. 

To reach these younger, smarter women who buy Vanity Fair 

every month costs £100 a page in black and white ; 


£150 in full colour—and the page size is a generous one, 10}* x 8}° 


the most practical way to the purse of the Younger, Smarter Woman is through 


Vanity Pair 


THE NATIONAL MAGAZINE COMPANY LTD., 830 GROSVENOR GARDENS, LONDON, 8.W.1 
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The Battle Of 
This Gap 


F the designers of this Acme 

Wringer advertisement were 

asked to produce a poster 
measuring about 10 ft. by 7 ft. 
they would go to a good artist 
and supply him with a photo- 
graph of the wringer and the 
words: **Do you care for pretty 
things? Acme does!” 

In due course he would come 
back with a splendid drawing of 
the wringer and various garments, 
white and coloured, woollen and 
otherwise, all looking as fresh as 
new pins. And everybody would 
be happy. 

Bur instead of 10 ft. by 7 ft. 
they had 3 in. by 34 in., so what 
did they do? They took this 
really magnificent headline and 
very nearly drowned it beyond all 
hope of resuscitation in a Dead 
Sea of unimaginative verbiage. 


It seems scarcely credible that 
people who could write such a 
good headline should be so 
utterly uncritical of the words 
that follow, and so unwilling to 
apply a blue pencil where it will 
do most good. 

Space in newspapers is very 
costly, we know, and advertisers 
naturally want to get every 
pound’s worth of value they can 
from it, but this is no way to set 
about it. 

Let them now proceed to 
remove from the advertisement 
everything that women already 
know and take for granted about 
wringers, and everything that only 
one woman in a thousand cares 
a rap about, and they will find 
that all they really need to say 
can go gomfortably into thirty 
words. And even then they will 
have an advertisement they can 


CHATHAM. 


58 HIGH ST., CHATHAM 
towoon ARTHUR CLAY, 80 FLEET-STREET cen. 7500 
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secret 


7 


the clanser-wring 


A product of 70 years’ Mepis ur in 


Do you care for pretty 
things? Your finest 


silks, gayest cottons, stur- 
diest linens, fluffiest 

‘\ woollens—all are safe Acme 
\, with Acme. And the 
- Acme 
pressure. Firm, 
even pressure, controlled by Acme’s 
latest feature the ‘pressure indicayor’ 
through resilient rubber rollers! These rollers, the 
result of 70 years’ experience, antcongiegee and made 


These special rollers expel embedded dirt with 
@ | the surplus water, to give you extra cleansing, and to 
\ preserve the life of each fabric 


A C M E: ¢ comes out with a new look—with longer life alwead! Acme 


pressure means less wear and tear, more lasting care 


ACME WRINGERS LIMITED DAVID STREET GLASGOW SE 


° working 


lverything you wring 


for the whole tamily wash, 
Sy 7 3 a 


nonger 
Vote <orenen font House 


supremacy Fae 


safely repeat half-a-dozen times 
before all their selling points sink 
into the skulls of nine readers out 
of ten. 

Women assume that a modern 
wringer is capable of dealing with 
everything from chiffons ‘o 
woollens. They do want to know 
that the rollers are of resilient 
rubber, but they dont care 
tuppence whether they were made 
in Acme’s own factory on speci- 
ally made plant or simply grew .a 
Timbuctoo on wild gooseberry 
plants. And if they are given a 
choice between a wringer from a 
firm with 70 years’ growth of 
whiskers on its chin and one 
from a brand-new firm with the 
latest and brightest ideas and 
designs from Hotlywood or New 
York, | wouldn't like to bet very 


Review of 
Advertising 
by 
COPYTASTER 


heavily on the whiskers. At all 
events I wouldn't think them im- 
portant enough to mention twice 
over, once in the body matter and 
again in bold display face. 

Yet in spite of its faults this is 
still a good advertisement. If the 
advertiser had thought less about 
what he wanted to say and more 
about what potential customers 
wanted to know it could have 
been superb. 

* oe * 

THE DISCREPANCY between what 
advertisers want to say and pros- 
pective customers will care to 
read is a gap that we see far too 
frequently unbridged; yet leaving 
it open is almost the biggest 
single source of waste in adver- 
tising 

The bridge-builders should, of 
course, be the advertising agents. 
In their heart of hearts they 
surely must know very well what 
damage is done by the sacred 
cows—the idle boasts and empty 
phrases, the claims to longevity 
and the certificates of purity that 


“The discrepancy between what 
advertisers want and prospective 
customers will want to read is a 
eap far too often unbridged. . . . 
The bridge-builders should, of 
course, be the advertising agents.’ 


clients so often love so fondly. 
But how hard do they fight 
against them? How persistently 
do they return to the attack? 

A curious thing is that in the 
long run it often doesn’t pay an 
advertising agent to give Way to 4 
client in this matter. Time and 
time again one hears of adver- 
tisers who become vaguely dis- 
satisfied with their advertising, 
change to a new agent, and then 
allow him, almost without a fight, 
to lead to the slaughterhouse 
whole herds of so-called “sacred” 
cows that the former agency had 
allowed to infest and stifle the 
advertising rather than risk a 
quarrel with the client. 

Agencies that do fight hard to 
keep the copy clean are usually 
remarkable for two other things 

the loyalty of their creative 
staff and, more surprisingly, the 
loyalty of their clients. 

* * ~ 


THE HILLMAN MINX advertise- 
ment also makes its claim io 


The HILLMAN 


stoke MacmiercENt 


“The Hillman Minx ad. is a par- 
ticularly happy one... . The copy 
is sweet and to the point.” 
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DON’T LIMIT YOUR ADVERTISING! 


--. Fring up or write 


THE COMMERCIAL ADVERTISEMENT OFFICER 
BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. PHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. PHONE: EDINBURGH 31021 /2 


* *& FREE to advertisers and advertising agents: LONDON’S TRAVELLING PUBLIC. This publication, the first 
of a series of surveys, analyses an important market—the people who travel in the Greater London area. 
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facts 


@ the MUNICIPAL JOURNAL AND PUBLIC WORKS 
ENGINEER is a completely independent publica- 


tion . . . it sells on value and service alone . . . pub- 
lished every Friday at 1s. 6d... . and not a copy is 
wasted. ... 


@ it is subscribed to by all 2,032 local authorities in the 
United Kingdom. . . . 


@ it has 58 years of tradition, integrity and good-will 
. it is not complacent about this and constantly 
introduces new features, new writers, new jnterests. . . . 


@ it deals with every aspect of the municipal field .. . 
building . . . engineering . . . office equipment... . 
supplies . . . cleansing and salvage . . . public baths .. . 
civil defence ... parks . . . water supply . . . transport 
... planning . . . roads . . . education. .. . 


@ it is used regularly by every authority for the 
advertising of official appointments, contracts and 
tenders. .. . 


@ we believe in—and practice—continuity of advertis- 
ing . . . we find it pays if your product is good. . . 
we can offer you and your clients the same service. . . . 


and figures 


@ readership........... cuiedebaaieel 60,000 buyers 
@ potential............ .£2,000,000,000 per year 
PT UG Toi ss. cc cocasetsjeustnsscesseaphanesthtonsiotd £30 


MUNICIPAL JOURNAL and/ 


PUBLIC WORKS . ENGINEER 


3/4, Clement's Inn, Strand, London, W.C.2 (HOLborn 
2827) is without doubt the most profitable investment. 


jor every space buyer 
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Review Of Advertising—continued 


longevity, but it wears its rue 
with a difference. To have said 
that the Minx had 19 years’ ex- 
perience behind it, or under its 
bonnet, or wherever Minxes wear 
their experience, would have con- 
jured no joy in anybody's mind 
—least of all the readers who are 
not expecting delivery for 
another 19 years. But to say it 
has been improved continuously 
for 19 years is a different thing 
altogether — and does indeed 
make the Minx more lovable. 

The advertisement is in fact a 
particularly happy one. The 
script is really easy to read, which 
makes a nice change in itself, and 
the little line drawing is a 
tremendous improvement on the 
tailors’ dummies and Mayfair 
mannequins that so inhumanly 
pass as “human interest” in many 
car advertisements, 

The copy is not wildly infor- 
mative, which doesn’t matter in 
the present state of the market, 
but it is short and sweet and to 
the point. Compare it with this 
and you have an object lesson in 
copywriting : 


MORRIS CREATE A NEW 
QUALITY CLASS 
IN ECONOMY MOTORING 


The modern Morris is so 
much in advance of its pre- 
decessors that it creates an 
entirely new class of motor- 
ing. Gratifying to think that 
this has been achieved with- 
out sacrifice of traditional 
Morris economy. 
To write like that must be 
excruciatingly difficult, and 1 
wish it was impossible. 


* * * 


My COLLECTION of egregious 
testimonials is 


result of long maturing in wood 

. in fact for the best all- 
rounder you can’t do better than 
select Coate’s, the cider that’s so 
distinctive. Try it—you're the 
umpire!” 


* * * 


SOME YEARS AGO a Woman who 
could justly claim to be one of 
Britain's greatest experts on the 
management and handling of 
women was complaining bitterly 
that too many advertisers portray 
the typical housewife as a young 
flibbertigibbet who clearly would 
spend more time on polishing her 
nails than the furniture. The 
makers of Batchelors Wonderful 
Peas evidently agree with her, and 
what a horrible mistake it all is! 


The true fact is that, in one 
way or another, the readers of 
advertisements are always ready 
to identify themselves with the 
people pictured, provided that the 
picture is reasonably attractive 
yet not so far-fetched that the 
imagination boggles at the effort. 
If a woman is far too old to 
identify herself with the absurdly 
young housewife, she will imagine 
she is her mother. If you don't 
agree with all this you had better 
go to the cheaper seats at the 
cinema one afternoon and see 
who is snivelling as the young 
film star temporarily loses her 
boy. 

But who is going to identify 
herself with this drab and dowdy 
housewife of Batchelors? Plenty 
of women will look at the adver- 
tisement—its “editorial” style 1s 
the guarantee of that—but they 
will look not to cheer but to scoff. 
“If that’s her dish, then it cer- 
tainly isn't for me,” they'll say. 


growing apace. ,—— 


“Coate’s Cider is 
a credit to Eng- 
land,” says Eric 
Bedser, noted Test 
cricketer. “It has 
such a clean taste 
but at the same 
time, a pleasant 
“bite” which is the 


“Who is going to 
identify herself 


of Batchelors?” 


BuY 


CLEVER HOUSEWIFE 


: . ALL ALONE? Not at all. She's one of the thousands of clever Jousewives sho know 
with this drab and bos to make their money stretch. It's a fac tat au of 6 chameBuacelas wonder: 


‘dy i fa) Peas — so tender, luscious. eronom Ask for 
dowdy housewife ew 


if you can't get a can of Bstchelors 
processed Peas, get Baichelors dried 
Peas inpackers. They're extra good, 100! 


BIGGEST SALE 1N BRITAIN 


lors Peas by aame — todey ! 
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HIGHEST 
daily 
net sale in 


the world 


HIGHGATE 
VIA CHARING X | 


"NORTHERN LINF "Sil 


daily inch 
per thousand 
space rate 


Daily Mirror 
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1941 7,903 


1942 8,587 1943 10,432 1944 13.416 


1945 17,750 


1948 38,776 


*ABC Figure 


FIGURES TELL THE STORY. Numerical figures that show the tremendous 
climb of The Economist’s sales these last few years. Human figures 
that indicate the stature of The Economist’s reader. For the man who 
reads The Economist is almost certain to be a BIG man. An important 
man, in an important business. A man of directorial status. These men 
at the top insist on quality in the goods they buy. And, because of their 
position, they create the same demand in millions of others—in the home, 
in commerce and in industry. Where else can you reach such a market 
for so little as 40s. a page a thousand ? 


* Time-Life International, through Research Services Limited, gave 
a list of 35 British home and American export magazines to 1,002 
directors of principal companies in the U.K. The directors were asked: 
If you could have only one or two of these periodicals— which one 
or two would you want above all others ? Replies were ana‘vsed : 
THE ECONOMIST CAME Ist. 


The Econonnist 


The Javourite periodical of Britain's business and industrial icaders 
22 RYDER STREET * LONDON + SW1 + WHITEHALL 151! 
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How To Cure These Ten 
Printing Ink Troubles 


Many art directors are concerned about the poor 

standard of colour reproduction in magazines. Ink 

troubles are a contributory cause. Some remedies 
are suggested here by P. MYTTON-DAVIES. 


RINTING ink is a com- 

plex mixture of pigments 

and vehicles, oils and var- 
nishes, binders and extenders, 
driers and, sometimes, com- 
pounds of a greasy or waxy 
nature. 

Letterpress inks usually em- 
ploy fairly soft pigments, ground 
in a heat treated linseed il 
vehicle, causing them to dry, in 
the main, by oxidation. So that 
they may transfer from forme to 
paper in a satisfactory manner, 
distributing an even ink film, they 
must possess considerable ad- 
hesion or tack. They are usually 
“long” in their nature, so that 
they draw out to a fairly long 
thread before they break and are 
therefore inks of low cohesion. 

The degree of cohesion of an 
ink is determined by its resistance 
to deformation and so, while a 
high cohesion ink will resist 
deformation by breaking when 
drawn to only a short distance, 
the low cohesion ink, having a 
less strong attraction between its 
particles, will allow itself to be 
drawn out to a_ considerable 
length before breaking. 

The degree of attraction be- 
tween surfaces in contact is 
termed “adhesion” and is often 
known to printers as “tack.” 


Litho Inks Heavier 
And Shorter 


Lithographic inks are usually 
much heavier and shorter than 
letterpress inks; they possess very 
considerable adhesion or tack 
and break off short when drawn 
out in threads. The customary 
vehicle for such inks is litho- 
graphic varnish which is usually 
made from linseed oil heat- 
treated at approximately 550° F. 
for several hours. Because litho- 
graphy depends on the antipathy 
of grease and water, none of the 
vehicles or pigments used in litho 
ink may have the slightest ten- 
dency to “bleed” in water. 

The better kind of printing 
ink behaves like a_ colloid. 
Colloidal solutions consist of a 
“uid and suspended particles and 
ar* termed “dispersed systems.” 
Rea'ly there are three groups of 
syste ns: mechanical suspensions, 
colloiJal solutions, and molecular 
solutiovs. The last is a true solu- 
tion and need not concern the ink 
maker. Whether an ink attains 10 
the colloidal group or is merely 


a mechanical suspension depends 
on such factors as the nature cf 
the pigment used and the 
thoroughness of the grinding to 
which it has been subjected. 

So much for the nature of 
letterpress and litho inks; now 
let us consider their behaviour in 
the machine shop. 

Fer considerations of practical 
convenience inks are often 
designated according to the stock 
for which they are suitable. Thus 
we have Bond ink which is suit- 
able for Bond paper; . Poster 
which is suitable for Posters; 
News for Newsprint and Cover 
for Cover. Coated papers should 
have Half-tone ink which should 
be suited to the type of press 
being used to machine the job. 
Ledger paper should also have 
Bond ink. Cellulose tissue re- 
quires a Special surface oxidising 
ink and so does Glassine. Plate 
requires a non-scratch, Quick 
Hard Drying Job and either Wove 
or Laid papers can be printed 
with Hard Drying Job. 

There are many ways in which 
ink can cause trouble to either 
the letterpress or the litho 
printer. Here are some of the 
most frequent causes of unsatis- 
factory ink behaviour. 

Sometimes ink is said to be 
backing away from the duct 
when, because the ink is not fol- 
lowing the duct roller properly, 
the resultant printed impression 
is uneven, being light in some 
places and dark in others. Such 
an uneven film of ink is the 
result of the ink being too short 
and not sufficiently free flowing. 
It should be well stirred and stout 
varnish may be added. 

Refusing is a term applied 
when ink colours do not print 
well on those already done. The 
trouble is often met when too 
much cobalt drier is used. When 
this happens the last colours to 
be printed rub off easily and are 
unsatisfactory. It may be due to 
a bad choice of ink for the stock, 
too much (or the wrong type of) 
drier, or just simply that too 
much time has elapsed since the 
earlier colours were printed. It 
can be corrected by using setting 
inks remaining open for a longer 
time; by using less drier and by 
making use of paste drier rather 
than too much cobalt drier. 

Caking or filling usually occurs 
when the ink film is too thick. It 
causes half-tones to fill in and 
print badly. The ink may be too 
soft, the paper may be dusty or 


. si : 1 
[. om ¢ 
: SQ wy 
“ ee Prarie ry 
ew ZY 
‘ &3 eS 
Se As 
=, Better sales a f 
— : 
& oe?) ' 
; . RE) 
bigger XD) 4 
men en ae P| j 


N 


this year ’s LT; 


WS N 


S 


JUNE 7th 
Ist T.T. Issue 


Exclusive pictures, reports 
and impressions of the open- 
ing events in the Isle of Man. 


JUNE 14th 
2nd T.T. Issue 


All the results at a glance, 
together with straight-from- 
the-Island despatches, details 
and pictures. 


The motorcycling world looks to 
“*Motor Cycling’’ for the best 
views of the 195! T.T. Make sure 
of your representation in these 
enlarged issues by early space 
reservation. 
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TEMPLE PRESS LIMITED 


BOWLING GREEN LANE, LONDON, €E.C.1. TERMINUS 3636 


THE MOTOR ° THE COMMERCIAL MOTOR CYCLING ° PLASTICS . THE OVERSEAS ENGINEER 
THE AEROPLANE . THE MOTOR SHIP : THE LIGHT CAR * THE MOTOR BOAT AND YACHTING 
UOHT METALS ’ FARM MECHANIZATION « MOTOR CYCLING THE OFL ENGINE AND GAS TURBINE 
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0 Advertising 

0 Air Conditioning 

( Architecture 

) Automobiles & Accessories 

(0 Aviation 

( Baking and Bakers’ Supplies 

C! Blacksmithing and Welding 

C Books, Stationery 

C) Broadcasting 

00 Building, Construction & 
Materials 

0 Building Maintenance 
Equipment 

C) Business and Finance 

(J Carbonated Drinks and 
Brewing 

0 Chemistry 

C) China, Glass and Ceramics 

() Clothing, Millinery and 
Yardage Goods 

(J Coal and Fuel 

{_] Cosmetics and Perfumes 

( Dentistry 

(CD Dogs & Pets 

(0 Education 

(0 Electrical Equipment & 
Appliances 

0 Engineering 

©) Farm Implement Trade 

CO) Feed 

C) Fishing & Fish Storage 

(0 Food Processing and Canning 

0 Frozen Foods 

0 Fur Trade 

0 Furniture and Furnishings 

0 Gas 

() Grocery Trade 

0 Health 

0) Heating & Plumbing 

0 Hotels and Restaurants 


The Business Newspapers Association is composed of over 100 
trade papers and other periodicals serving all sections of 


CHECK THE MARKET 


YOU WANT TO SELL 
IN CANADA 


Industrial Management 
& Processing 

0 Insurance 

Cj Ironmongery & Hardware 

(C Jewellery & Optometry 

( Laundry, Dry Cleaning 

0 Leather 

( Lumbering & Woodworking 

0 Meats 

0) Medicine, Hospitals, 
Nursing etc. 

© Metal Working Industry 

C) Milk & Milk Products 

0 Milling, Flour & Feed 

0 Mining 

0) Municipal 

() Oil and Petroleum 

0D Office Equipment 

(0 Packaging & Shipping 

0 Paint & Varnish 

(0 Paper 

( Photography 

0) Plastics 

(0 Power and Power Plants 

0 Printing and Publishing 

() Process & Fabrication 
Machinery 

D Railways 

0 Refrigeration 

C) Retailers and Wholesalers 

(0 Road Transport 

0 Shipping & Marine 

() Sporting Goods 

(D Textiles ~ 

() Tobacco Trade 

(_] Tourist Trade 

() Toys and Games 

(0 Uniforms 

( Warehousing & Storage 

() Wireless & Television 
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Canadion trade and industry, manufacturing, finance and 
management. Market information, sample copies and adver- 
tising rates covering the market you want to reach will gladly 
be sent to you without obligation. *(Your request by airmail 


brinas you a prompt reply in only a few days.) 


“5 Business NEWSPAPERS ASSOCIATION 


OF CANADA 
137 WELLINGTON STREET WEST, TORONTO, CANADA 


*You may see copie 


* of Canadian business papers at the offices of the Canadian 


oo 
Government Trade Commissioner in London, Liverpool, Glasgow, Belfast. 
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such ink may be reduced so much 
that an excessive amount has to 
be carried in an attempt to get 
proper density of colour. The 
remedy is to use less reducer in 
the ink or to add stout oil to it if 
the trouble is not very serious. 
Make-ready should be checked 
carefully since a flood of ink 
may cause filling. 

Poor ink distribution results in 
an uneven impression. The ink 
may be too heavy or the rollers 
may be badly set; they may be 
hard. They should be examined 
carefully and if they do not 
seem to be the cause of the 
trouble, the ink should be re- 
duced with stout varnish. 

Fugitive faded colours is a 
fault very difficult to prevent. The 
trouble usually lies with the pig- 
ments but other causes may be 
a chemical reaction from alkali 
present in the stock or even in the 
material used for wrapping the 
finished job. Pigments known to 
resist light conditions should be 
used as far as possible and the 
stock and any adhesives used for 
lining it with paper should be 
checked. 

Bad definition means that the 
printing is not sharp, the edges 
may be slurred and full detail in 
the reproduction may be lacking. 
If the trouble is with the ink it is 
because this is too free. But the 
cause may also be worn plates 
or badly set rollers. Both these 
should be checked and the ink 
may be stoutened. 

When piling happens the ink 
collects unevenly on the plate. 
The cause may be that the ink 
is too heavy. In the case of litho, 
it may be picking up water. Thin 
reducers should be avoided and 
medium or stout varnish may be 
added. 

Picking. Tiny particles of 


paper are torn off which causes 
trouble with subsequent impres- 
sions. Either the ink is too tacky 
or the coating of the paper is at 
fault. The ink should be reduced. 

With set-off the reverse side of 
the sheet is spoiled by ink from 
the sheet next to it. If ink is the 
real trouble, it means that either 
too much was used or the wrong 
type for the stock was chosen. 
The pile of finished prints may 
be too heavy and the number 
stacked together should be re- 
duced. A spray may be used. A 
quick setting ink may be used. 


Dry Ink 
Flakes Off 


Powdering is caused by dry ink 
which does not adhere properly 
to the stock on which it is printed. 
Such ink is over-pigmented and 
under-bound. Alternatively the 
vehicle may have been absorbed 
by the stock. Long varnish 
should be added to the ink. 

Sheets sticking together is 
especially serious with very glossy 
inks. It may have been too heavy 
or too much may have been used. 
The printer should make his 
piles of finished work smaller and 
use his spray. The ink film should 
be thinner and the ink reduced 
so that it penetrates the stock 
more quickly. 

Such are the troubles most 
frequently encountered with 
letterpress and litho inks. No 
mention has been made, for 
instance, of letterpress inks that 
dry too fast, collect, mottle, fly 
or strike through—which means 
that oil from the ink penetrates 
through the paper! Nor have 
litho inks we mentioned which 
bleed, grease, lift poorly, wash, 
work sharp or that oxidise steel 
rollers—known as polishing! 


THE 1909 LOOK—AGENTS UNKNOWN 


This year Aquascutum Litd., celebrate their centenary, and copy in 
current advertisements, appearing in nationals, womens and “class” 
magazines, is in a reminiscent mood. Reproduced here is what the 
Aquascutum advertising looked like in 1909. Nobody knows who 
the agents were, if any, in those days. For the past year the firm's 
advertising has been handled by S. H. Benson Ltd. 
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ADVERTISER'S WEEKLY 


SKETCH readers 
live on top of the 


World! 
Advertise to them 


in 1951 and their 
valuable custom 


will be yours 


Our superb jull four-colour is heavily 
booked, and for many issues is fully 
booked. But, please let us have your 
enquiries so that we may see if it is 
possible to accommodate your particular 
needs. The paper position is difficult ; 
please give us as much notice as possible. 


e 


AUTUMN NUMBER—Oct. 10 
MOTOR SHOW NUMBER—Oct. 24 
CHRISTMAS NUMBER—Mid. Nov. 
CHRISTMAS PRESENTS NO.—Nov. 21 


GEOFFREY PHILLIPS, Advertisement 
MANCH®™ §5° 


nb <e ~onwealth House, New Oxford Street, London, W.C.1, 
- Market Street. Telephone: Blackfriars 4109 


Telephone: HOLborn 6955 
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How To (And How Not To) Write 
‘Editorial’ Ads. 


By A. T. D. GEORGE, 


Copy Chief, Robert Freeman Co. 


ANY people believe that 

one of the best ways to 

produce a good ad. is 
to write it in the ‘‘news” or 
“editorial” style. Certainly 
there is much to commend this 
treatment, when it is properly 
conceived and used. 

A recent Readership Perform- 
ance Study conducted by the 
American Bureau of Advertising 
showed that almost a quarter cf 
all readers of the grocery ads. 
analysed were attracted by the 
editorial-style ads., though these 
employed only a fraction over 10 
per cent of the space under study. 
Conventional display ads. 
employed 89 per cent of the 
grocery ad. space, but won only 
76:5 per cent of the total 
number of readers. 

The news or editorial treat- 
ment is, of course, essentially 
a copywriter’s advertisement. it 
demands more copywriting skill 
than any other form. 


Unfortunately, this style of 
advertisement often fails dismally 
because its copy importance is 
not fully appreciated. Too often 
the editorial effect is evident only 
im the layout and typography, 
and not in the handling of the 
message. 

Newspapers have proved their 
technique to be the best way to 
capture interest and make people 
read. The purpose of using 
“news” treatment for an ad. is 
to take full advantage of this. It 
is a style of presentation that 
millions have come to accept as 
the way to read news. But when 
used for an advertisement it must 
be far more than a mere visual 
imitation of newspaper typo- 
graphy. Having elected to 
compete with the editorial 
columns of the newspaper on its 
own grounds, it is essential that 
your message must also compete 
for the readers’ interest. 

Too often the so-called news 
or editorial-style advertisement 


contains a message which would 
be best expressed on a poster. 
The “news” advertisement is no 
place for “label” headings, best 
in the world” claims or stale sales 
arguments that have long been 
overworked. “Amazing Dis- 
coveries in the 
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should have sufficient human 
interest, sufficient facts, sufficient 
reasoned argument, that an editor 
would be prepared to pay for this 
kind of material (used in another 
form, of course). 

Your news story may be in the 
product itself. Intelligent product 
research in co-operation with the 
client may reveal first-rate news 
interest which is not immediately 
obvious. There is usually a little 
known story in all the materials 
or processes that go to make up 


washtub” are no 
longer news. You 
must have a good 
story, summed-up 
cryptically in your 
heading—‘“Spinster 
Sues Gynaecolog- 
ist!” is one of the 
best examples that 
has ever been 
written. 

If you intend to 
write a good news 
advertisement, first 
catch your news. 
Ideally, your story 


Something you 
didn't know, some- 
thing that concerns 
you, is always 
news. Coty does 
it in thought and 
words as well as 
typography. Even 
“Amazing Dis- 
covery” is almost 
justified. 


Vow Your Skin Can Breathe 
Through Face Powder! 


Amazing Discovery About “41k SPUN” Revolutionizes Beauty World 


™. 


| 


Nation-wrde service for Exhibi- 
tion Stands: Silkscreen Print- 


ing: Ammation and Lighting : 
Multiple Displays: Scenic 
Designs. 


Are you doing your own 
silkscreen printing ? 


.. or perhaps you're planning to cut your own photo 


stencils ? 


Frankly, we don’t believe a word of it — not even if we 
gave you the run of our extensive premises and all our 
expensive equipment to play with . . 
you, when we at Art Display Service can offer you such 
a complete service, coupled with high production speed 


and keen prices ? 


We have our own photo-stencil department. Our range 
is wide (we can tackle anything from a price tag to a 
48 sheet poster), and our work is top quality. 


If it can be silkscreened, Art Display Service 


can do it. 


Art Display Service Ltd 


149, LUPUS STREET, 


Telephone : VICTORIA 9791 


61, Chapel St., Ancoats 
MANCHESTER, 1 


95, Renfield Streer m, 4 


ji 
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. and why should 


LONDON, S.W.| 


21-23, Lower Loveday St. 
BIRMINGHAM, 19 
Broadway, 

NOTTINGHAM 
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ADVERTISER'S WEEKLY 


It’s nice to 
know 


you ve 
appreciated / 


Yes! MOBO TOYS— Spaniels, Broncos, Toy-toises—thousands 


of them are appreciated today more widely than ever... . thanks to 
‘Her Dream Came True’, the 2-minute advertising colour film so 
successfully exploited by Sebel Products Limited in a distribution scheme 
arranged throughout the country by Publicity Films Ltd. Did this 


campaign pay? The answer is an unreserved and resounding—Yes! 


A powerful selling job planned along similar lines could be done for other 
products too—why not your product ? 


Write for the booklet, telling the full 
story of this successful campaign, to: 


PUBLICITY FILMS LIMITED 


(An Associate of The Film Producers Guild) 
GUILD HOUSE UPPER ST. MARTIN'S LANE LONDON’ W.C.2 Phone: TEMPLE BAR 5420 
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RETOUCHING 
ARTISTS 


for further Extension 


| 


Excellent openings occur for 
thoroughly experienced men, 
| 
: trained in top grade photo- 


graphic retouching for 

reproduction, to join the 

Morgan & Swan Organisation 

Top wages: five day week 
ideal working conditions 
Write or phone for 

appointment with 
Studio Manager 


—a unique opportunity to join 

the Greatest Studio Organisation 

in the Country and help on work 
of National Importance 


MORGAN AND SWAN LTD 
NORTHWAYS LONDON N.W.3 


PRImrose 6611 
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| How To Write “Iditorial” Ads.—continued 


APRII 


every modern product. One 
simple fact, in the right hands, 
can usually be converted into 


| good readable selling material; a 


tit-bit of information that the 
readers will be proud to quote; a 
story that will stick in their 
minds. But remember. your facts 
alone are not enough, they need 
the treatment that a popular 
national daily would give them 


Story From 
The Product's Uses 


Perhaps, for all your efforts. 
you cannot find a product story 


you can use Then your news- 
} story must come out of the 
product’s usage Take. for 


example, a washing powder; your 
problem here is that most of your 
public are using a particular 
brand because they believe it gets 
the job over quicker, easier, better 
and with less harm than any 
other brand. You have to find 
your news In an extension of one 


of these “reasons-why-they-buy. 
This extension, probably means 
a new interpretation on an old 
theme. You can rest assured that 
in this particular field, every 
conceivable aspect of clothes 
washing and all allied aspects 


have already been used 
Let’s take a look at two efforts 
perhaps a little extreme, but 
suitable to illustrate this point 
Take an old favourite: 


“AMAZING WASHING 
DISCOVERY GUARAN- 
TEES WHITER WHITES” 

—Blank—Blank—The New 

Miracle Powder 

This, or something very like : 
has, you will have noticed, been 
used once or twice before 

Very probably it will be wrung 


out again many more times vet 
This heading can be made to 
look like news—but it will not 


get the interest it hopes for 
Here is a heading for much the 
same story that illustrates how 
genuine story interest could be 
called upon 
VICAR’S WIFE HATED 
SUNDAYS 
Ashamed of Husband’s Surplice, 
Until She Used Blank—Blank 
Your heading—to be a real 
news-heading, must have human 
interest. a promise of further 


This is one of the 


display windows 


featuring the new 


travel magazine 
‘Go, at the 
Kemsley offices in 


Piccadilly, London. 


Deodorant News to Delight You! 


\ew finer Mum 
more effective longer! 


OW CONTAINS AMAZING NEW 
(MORTOUNT M3 THAT PROTECTS 
AGAINST ODOR CAUSING BACTERIA 


layout but not a 


Its a news 
ric newsy story A bold 
{nnouncement” ad. could have 


probably conveyed this message 
quicker and with more effect. 
news; a “man bites dog” plot 


The thinner your story, the more 
of these you need 

Now, a warning There are 
few forms of copywriting which 
contain more pitfalls than those 
advertisements which depend for 
their theme upon some additional 


idvantage outside the primary 
use of the product. In seeking a 
dramatic news story, there is 
always the great risk of over- 
playing your hand. Your news, 
your argument, must contain 


above all things, credulity. Your 
story and your headline must be 


such that the reader, even in his 
most cynical mood, is prepared to 
believe that what you say could 
be true 
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Irelond’s Siete iiaaiaan 


Average Daily Net Sale, 1950 


IRISH INDEPENDENT - - 206,583 


Average Daily Net Sale, 1950 


EVENING HERALD - - -_ 131,822 


Average Weekly Net Sale, 1950 


SUNDAY INDEPENDENT - 377,149 
Top Net Paid Sales in Irish Market 


bis tart 
He SLL RS AS A Ge SS 
Advertisement Manager: 


E. C. MAGUIRE 
INDEPENDENT HOUSE, DUBLIN 


London Manager: 
L. C. BLENNERHASSETT 
118 FLEET STREET, E.C.4—Phone: CEN. 2842 
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are you aRCMne 


For all we know, there may be some very 
want your name kept out of the 
way. On the other hand, many people have taken our advice 
about ‘signature’ papers with good effect. For them we have 
designed and printed individual box papers, carrying their 
name, their monogram or some special device. Symbols that 
provide your faith in the goods you have to sell and thus 
inspire distributors to handle them with confidence and, 
equally important, provide brand recognition to the ultimate 
buyer. 


good reason why you 


The cost is not high, and reprints come very reasonably 
because the cost of the blocks is covered in the initial order 


SANDERSON 


make 


‘Signature’ papers 


52 $3 BERNERS 


STREET 


LONDON, ee 


that house organ editors 
should grapple with the 
thorny problem of greater pro- 
ductivity, I have received from 
America a copy of a release to 
house magazine editors by the 
Advertising Council, a non-profit, 
non-partisan organisation devoted 
entirely to public service. It con- 
tains advertisements for use in 
house organs, produced by 
famous advertising agencies for 
the Council. 

While we in this country devote 
advertising conventions to dis- 
cussions on how advertising can 
help the community through the 
current crisis (and there is always 
one on hand) and then go away 
and forget about it for twelve 
months until the next convention 
comes round, in America they do 
something. What they do may 
not be wholly acceptable to the 
British, but at any rate they do 
swing into some sort of action. 
In this country 


Sia my recent demand 


Politics And Production 


Aprit 26, 1951 


Foundation Ltd. under the editor- 
ship of Mr. R. L. Champion, the 
public relations officer. 

The cover format, he tells me. 
will vary with each issue—a most 
unusual feature in the magazine 
field if he really means that the 


Spotlight On 
House Organs 
by 
BRIAN HILTON 


format—the complete design, 
shape and size—will vary. It 
will be a pity if he makes funda- 
mental changes. The cover of 
the first issue is extremely strong 
On a light blue ground the title 


we are so afraid of 
saying the wrong 
thing that we don’t 
say anything. 1 
decline to believe 
that the workers. 
whether overalled 
or white-collared. 
are utterly out of 
reach of the printed 
word, so that the 
persuasion in house 
organs could not 
be more powerful 
—in the British 
idiom rather than 
the American. ». 
Stet, the Ameri- 
can house maga- 
zine for house 
magazine editors, 
published by the 
Champion  Paner 
& Fibre Co. 
declares that: 
“There can be 
little doubt that we 
are now in pre- 
liminary stages of 


IVAN is watching vou 


te hee me 


Int serTee wr PROOUCE 
It STRONGER WI GOW 


the third World 
War... . “Stet” believes it is up 
to industrial editors to set an 
example by facing the issue 
squarely.” 

The same article concludes: 

“If ever there were a time for 
industry to convert its communi- 
cations via the company publica- 
tion strictly to management pur- 
poses, that time is now. Editors 
should be closer than ever before 
to the men who make the deci- 
sions. . . . And production, sales, 
financial and administrative execu- 
tives should be closer to the 
editor and to his publication.” 

How many British executives 
really believe that their house 
organs can do a job of work? 


* cll * 


AFTER A BREAK of three years, 
Foundation News has been re- 
published by The Wellcome 


A miniature reproduction of a 
whole page quarto ad. offered 
free to editors by The Advertis- 
ing Council of America. Editors 
may either make blocks from the 
repro. pull, or freely adapt. 


words “Foundation” (in white 
reverse) and “News” (in black) are 
in condensed grot letters nearly 
three inches high. A change of 
colour of the solid ground would 
provide variety, but to change the 
whole thing every month would 
be to present the reader with a 
completely new and unfamiliar 
publication with each issue. If 
that were intended it would be a 
mistake; a journal, like an indivi- 
dual, must grow into people's 
affections and that is impossible 
if its character has changed each 
time it is met 
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lowly Toctor 


FIRST ISSUE OF 250,000 — 
VIRTUALLY SOLD OUT! 


Second Issue print order jumps 50,000 


Aprit 26, 1951 


Bocas 4 


- 
eS 


Or course, there must be a few copies around the country 
which are still unsold. But we have very good reason to 
believe the retail sales were no less than 98% of the quarter- 
million print order. FAMILY DOCTOR is a success—a 
spectacular success—from the word go! 


CIRCULATION MANAGER’S HIGHWAY AND BYWAY TOUR 


A few days after the publication date, the Circulation Manager urgently 

needed 100 copies for a special purpose. He sent out his men to try to 

buy them—in vain. From all the bookstalis within three miles they gleaned 

only 48 copies in 28 manhours. At that moment there 
could not have been more than a few hundred unsold 
copies in the whole of London. 


LEADING AGENCY’S 
REQUEST FOR 250 COPIES 


A well-known agency which bought space in 
FAMILY DOCTOR sent a request for 250 copies— 
less than a week after publication. We were not able 


to supply a single copy! The print order for the May 
issue (out April 27th) has been increased to 300,000. 
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WHAT Has Zambly Doctor 
GOT THAT OTHERS HAVEN'T? 


Since the publication of the first issue, we have received many letters from 
readers. The following, with which was enclosed an advertisement cut from 
another well-known National publication, is a typical example : 


“What I want to know from you in your next monthly report 
is: ‘Is this advertisement worth anything ?° 


I suffer from .... When I read this and saw the price of it, 
it seemed a miracle. I would like your opinion about it. 
Thanking you.” 
Naturally, it is not our province to comment on consumer goods. But this 
letter indicates the public trust in the British Medical Association and 


therefore in FAMILY DOCTOR too. Although FAMILY DOCTOR 
does not, and cavmot endorse any product advertised in its columns, there is 


no doubt that the product acquires a very special ‘ plus’ simply by deimg in 
FAMILY DOCTOR. 


IS FAMILY DOCTOR ENTIRELY MEDICAL? 


Certainly not. The editorial policy of FAMILY DOCTOR is to help its 
readers to lead happier, healthier, fuller lives. In its seventy-two illustrated 
pages are articles on widely varying subjects such as mothercraft, cookery, 


sport, psychology, domestic problems—there’s even a strip-cartoon for the 
children ! 


WHY IS FAMILY DOCTOR A “BARGAIN BUY” FOR ADVERTISERS? 


The rates of FAMILY DOCTOR were originally based on 100,000 
circulation. Although the print order for the first issue was 250,000 
(increased to 300,000 for the second issue) the rates remain unchanged. 


RATES: £150 per page. Next Matter £200. Full Colour £300. 


family Doctor FOR HEALTHY ACCOUNTS 


SEMENT MANAGER, FAMILY DOCTOR, B.M.A. HOUSE, TAVISTOCK SQUARE, LONDON, W.C.1. 
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It’s quicker 


Kodatrace 


Colour 
Separation 


Super- 
imposed 
Lettering 


LINE DRAWINGS 


from PHOTOGRAPHS 


& 
- i 


-_ “KODAK PRODUCT 


Kodat: ac 


THE MODERN TRACING FILM 


168 


this way... 


There's no simpler, quicker or 
more accurate way of 

producing line drawings from 
photographs than by Kodatrace. 
Its high transparency enables 

the finest detail to be rapidly 
traced with ease and accuracy. 
Kodatrace is tough, impervious to 
water and is practically 
indestructible. 

It is the modern studio 
time-and-money-saver for 
colour-line separation, 
superimposed lettering, line 
negatives, retouching, silk screen 
negatives, etc. 


a  Y 


Supplied in 30° and 40° widths in rolls of 20 yards and half rolls of 10 yards 


Sole Distributors : WCSlon 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. 


Tel: HOL. 6086 


printed matter use 


“MORANE”’ 


For a superior finish on showcards and other 


*‘MORANE’ HEAT SEALING 
TRANSPARENT PLASTIC MATERIAL 
Can be fixed with a small press at your own or 
at your printer's premises. 

Demonstrations by appointment only. 
8 
Full details from : 


MORANE PLASTIC CO. 
21 Woodthorpe Road, Ashford, Middlesex 


LTD. 


! 
ROTAPRINT & MULTILITH USERS 


We offer you a speedy Photo-Litho service 
that is second to none.... Our speed is 
your asset. 

For QUALITY and RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 


| GIANT ENLARGEMENTS 


7 up to 80 sq, ft. in one piece 


The Aes Co. Ltd., Brownlow 
London, W. EALing 269! 


5 | their use, 
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Why Good Pack Design 
Is Worth The Candle 


there are varying qualities 

of packaging design; there 
can be only two categories— 
packs which have been planned, 
and those which have not. 

To merit the term “designed” a 
pack must fulfil certain very 
definite requirements. First and 
foremost, it must protect the 
contents throughout a long and 
often hazardous journey from the 
production line, until, its function 
completed, it is finally thrown 
away. If at any time, prior to 
reaching the consumer, or during 
use, a container breaks, a closure 
fails and allows liquid contents 
to escape, or, equally bad, jams 
tight on the neck and resists all 
chlorts to dislodge it, then it 
cannot be said to have been 
“designed.” 

Again, if a pack fails to stand 
up to the exacting conditions of 
the production line, if it is un- 
suited to the particular method of 
labelling or filling preferred by 
the manufacturer, or if parts of it 
deteriorate under the effect of 
contents or climatic conditions, 
it may equally well be regarded 
as failing in its purpose. 

At the consumer end, it still has 
a job to do. The purchaser is less 
consciously interested in the ex- 
ternal glamour of a product than 
in whether it performs the func- 
tions required of it efficiently. 

So the designer must work 
within certain well-defined limits. 
He must ensure that his pack will 
occupy the smallest possible 
space when stored in bulk prior 
to filling, yet at the same time 
deliver the product to the con- 
sumer factory-fresh. 


Mostly The 
Client’s Fault 


With so many strong arguments 
in favour of employing an experi- 
enced designer to develop a new 
package, however, one begins to 
wonder why package design is 
not more universally evident in 
this country than it is at present. 
There is an assortment of reasons 
for this state of affairs, and it is 
regrettable that one must turn to 
manufacturers for most of them. 

Some there are who state with 
apparently every sign of self- 
assurance that “our sales are quite 
satisfactory without dilly-dallying 
with these new-fangled artists.” 

And there are others. who 
won't see the difference between 
one pack and another. 

However, this is but the begin- 
ning; there are others, men of 
foresight, who have the interests 
of their firms at heart, and who 
really do start out in the right 
direction and put their problems 
in the hands of allegedly compe- 
tent people. Artists whose ex- 
perience of packs is limited :o 
labour consciously to 


T* the specialist-designer 


produce competent designs, but 
are hampered by working in a 
new and strange field. 

Lack of authoritative super- 
vision at the prototype stage 
results in packs which fail mech- 
anically or which fall short of 
the mark at the point of sale. 

At the other extreme is the 
responsible consultant, who pre- 
pares preliminary designs of 
some merit, only to have them 
altered out of all recognition by 
directors and executives con- 
cerned with various aspects of 
the marketing of the product. 


Extracts from a _ paper 
read to the Institute of 
Packaging by 
KENNETH LAMBLE, 
of Design Research Unit. 


Worse still, he finds occasionally 
that his designs, once the copy- 
right is transferred to his client, 
are passed on to the company’s 
studio to be cut and bent to fit 
a modified sales campaign. 

These, then, are some of the 
reasons for the welter of packs 
completely lacking any aspiration 
toward design which flood the 
Stores in this country to-day. 

There is another reason, of 
course—one which is advanced 
glibly every time a responsible 
package designer is mentioned. 
This ts COST. The assertion 
is always that “the consultant's 
fees are too high”—or, “this line 
cannot afford 200 guineas simply 
for a pack design.” It would seem 
that this assertion is either made 
without serious thought—as a 
defensive measure, or that no 
attempt has been made to relate 
such extra initial outlay to the 
problem itself, to the associated 
economies, or to the increased 
sales. It demands no unusually 
strong powers of perception to 
understand that if 100 guineas is 
spent at the outset in ensuring 
that the packaging of a small 
range of products is of the highest 
possible quality, then the outlay 
might well be covered by an in- 
creased sale of 50,000 units over 
the first twelve months. 

However, the problem of 
finance is a very real one, and 
executives are prone to ask how 
extra design costs can be inte- 
grated into the normal set-up of 
an industrial organisation. In the 
first place, it should be under- 
stood that package design is as 
important as advertising—some 
have even argued that it is more 
important—and that, therefore. 
charges for pack design should 
not be set against advertising 
allocation or against any other 
item, but should be regarded as a 
definite annual charge against a 
specific account reserved for that 
purpose only. 


- ’ = 
a5 | = 
; a 
Be 
: = | 
He J 
ee | Di 
a Line . 
: Negatives e 
y | 
7 for | = 
| = — peed | a ‘ 
re ii ta WV 
; An ie Vr 
; ip. ! ~ a i 
‘ gm 
‘ REGD. 3 
te 
$5 : 
‘ — : | 
a : 
a | ee a 
‘Ge 
7 a 
me ) 
fac 
r co | 
eS ms ee | 
cA bhai ad i | 
. a : ee 
i? 
ope 
are. —— i = =" > = 


Apri 26, 1951 ADVERTISER'S WEEKLY 


The Electric Newspaper 


OPERATING IN BLACKPOOL OFFERS YOU 
SIX MILLION POTENTIAL BUYERS 


who visit this modern resort each year. Blackpool has over 5,000 hotels, 40 theatres and cinemas, 
airport, etc. THE ELECTRIC NEWSPAPER offers advantages no other form of outdoor adver- 
tising can give. It spells out in illuminated letters 3 ft. high the latest national and local news, as 
well as announcements of all local entertainments and sports, interspersed with advertisements. 
News and advertisements are continually moving and can be CHANGED AT A MOMENT’S 
NOTICE. Each advertisement appears immediately preceding or following an item of interesting 
news, and can be always fresh, always new, always compelling. Because of its proximity to news 
announcements which the passing crowds are looking for, it must be seen and must be read by 
SIX MILLION POTENTIAL BUYERS. Each advertisement will be shown from April 16th 

to the end of the Illuminations (last week in October) from 11 a.m. to 11 p.m. (over 50 
showings daily six days a week); and from November Ist to April 16th from 6 p.m. to 

11 p.m. (over 25 showings daily six days a week), subject to Ministry of Fuel and 

Power regulations. The rental is £10 per week for an advertisement not exceeding 

ten words. Minimum contract 52 weeks (1s. 9d. per 1,000 Readers). 


SPACE WILL BE LIMITED TO TWENTY ADVERTISERS 
ILLUSTRATED BROCHURE SENT ON REQUEST 


ELECTRIC NEWS LTD. 3 EDWARD ST., BLACKPOOL 


Telephone: 24680 
B. M. KAPLANSKY, Publicity Director. K. WOODWARD. News Editor. 
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AVERAGE for 6 MONTHS ended DEC. 31, 1950 
IN EXCESS OF 


30.000 


COPIES PER DAY 


CESTERSHIRE ECHO 


(CHELTENHAM) 


in Excess OF 12.000 copies PER WEEK 


CHELTENHAM CHRONICLE 
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Foremost in the textile field 3 


A FIRST QUALITY PRODUCTION WITH 


EDITORIAL 


AND NEWS TO MATCH 


21, BEDFORD STREET 2 


pce thd & CO. LTD., KING STREET WEST BANCHESTER 3 
OFFICE : w.c. 


Redferns are the original mak 
floor space advertising. Write for full particulars and illustrated 


folder to: 


ers of rubber mats for counter and 


NATIONAL ADVERTISERS’ DIVISION, 
REDFERN'S RUBBER WORKS LIMITED 


* HYDE - CHESHIRE 


"CAMBRIDGESHIRE TIMES 


GROUP 


July—Dec. 1950 
A.B.C. Figures 


65,123 


Copies 
Weekly 


* 
TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


London Representative : 


MR. W. H. WALMSLEY, 69, FLEET STREET 


Tele : 


Central 9353 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. ROBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, S.W.lI 
Tel. Nos. Battersea 5300 & 4886 


SIGNS 


every oEscarrtion 


SUPPLY * ERECTION RENOVATION , 
REGINA STUDIOS (SIGNS & DISPLAYS) LTD 
27. BOSTON ROAD HANWELL Ww? 


a, 9309 fal 9908 


id Enquiries Especially invited 
ma. Rercencd Gamamen = Sennen Costiéanes 


Photographs 
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On Stencils 


By Electronic Cutting 


N innovation of which we 

may hear much more in the 
near future is the electronic 
stencil for duplicating, and per- 
haps, for screen printing. Direct 
mail men have been particularly 
interested in the technique. 

In America and _ Britain 
developments in this field have 


been along slightly different 
lines. 
The Stenafax a compact 


office-type machine manufactured 
by the Times Facsimile Corpora- 


tion, of New York cuts 
electronic stencils in vinyl 
plastic. Copy to be duplicated is 


attached to a cylinder on the 
apparatus, and a blank stencil 
is secured to another cylinder 
alongside it on a common shaft. 

When the machine is started 
the drums revolve, and a photo- 
electric scanner mounted on a 
carriage that moves on a feed- 
screw, traces over the original 
copy as it turns on its cylinder. 
A stylus, fitted on the same 
carriage and activated by elec- 
trical impulses received from the 
scanner, punches tiny holes in 
the stencil turning on the other 
drum when the scanner sees 
black. 

A stencil, from which it is 
claimed over 10,000 copies may 
be run, can be cut in six minutes. 

Letters (typewritten, manu- 
script, or printed) can be quickly 
and cleanly reproduced by these 
stencils, which, however, are not 
suitable for continuous - tone 
subjects. 

In Britain, Roneo Ltd. are 
operating an electronic stencil- 
cutting service For a small 
charge a Stencil is cut from 
supplied material. These 


made directly 
or continuous- 


stencils can be 
from either line 
tone copy. 

As an instrument of cutting 
Roneo use an electric arc instead 
of a stylus, and the stencil 
material is metallised tissue 
paper. On the machine employed. 
impulses from the photo-electric 
eye scanning the copy vary in 
proportion to the light and shade 


of the subject, causing the 
intensity of the electric arc to 
fluctuate and burn away the 


metallising accordingly. 

A reproduction of a portrait 
mimeographed in two colours 
from one of these stencils was 
shown to a number of production 
men who were asked if they could 
name the process by which it was 
printed. Most of them decided 
on litho or gravure. All were 
incredulous when told it was run 
off on an ordinary duplicating 
machine. 

A weak point about these 
stencils is the manner in which 
they reproduce text-matter. This 
has the slight woolliness normally 
associated with gravure. 

Recently, as an experiment, 
one of these stencils was used in 
a silk screen frame. The result 
was very encouraging. 

Research is in progress along 
these lines. It is felt that if 
electronic stencils could be cut 
specially for screen printing there 
would be a wide range of work 
for which they might have many 
advantages over the photo-stencil. 

At present, however, Roneo are 
finding difficulty in coping with 
the demands of advertisers who 
are finding electronically dupli- 


cated literature very suitable for 
selling small numbers of expensive 
products by direct mail. 
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Reproduction of a_ piece of 


duplicated literature run 
electronically 


from an 
cut stencil. 
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CCURIST WATCHES >| >| » | r 1 r | | 
BOB MARTIN’S PRODUCTS a * = 

oul 
BOOTS PURE DRUG CO. LTD (National and Medical Press d d d 


BROWNS OF CHESTER LTD 
CABLE MAKERS’ ASSOCIATION 


CHUBB SAFES & LOCKS 


ONISLLYSAGVY SLLAYSAT 


CIRO PEARLS 


CIVIL DEFENCE (C.0.1 % 
LI-LO (P.B. COW LTD 

[ J 
DORVILLE CLOTHES 


DURESCO PAINTS 


alt 


ECONOMIST’ NEWSPAPER 
FERRANTI RADIO AND TELEVISION 


GENERAL SERVICES (LONDON) LTD 


WILLIAM HOLLINS & COMPANY LIMITED 1 o [ 
(*VIYELLA’, ‘DAYELLA’ *« 

ILFORD FILMS a p | J 

IMPERIAL CHEMICAL INDUSTRIES LTD 


METALS & FERTILISERS) 
KARDOMAH COFFEES AND TEAS 


NOGNO1 J39uLS GYOsLYSH O01 


LILLEY & SKINNER SHOES 


MANN CROSSMAN & PAULIN LTD BEERS 


IM 


MARTIN'S OF PICCADILLY 


MORTON SUNDOUR FABRICS [ 
NATIONAL INSTITUTE FOR THE BLIND a d d 


NEW MARK WATCHES 
REVELATION SUITCASES 
ROBREX (J. & J. COLMAN 


ROTHMAN CIGARETTES 


THE BRITISH DRUG HOUSES LTD |) t r 1 
W.B. CORSETS 
INC DEVELOPMENT ASSOCIATION 
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Ifa newsagent were marking up his 
Trade Papers he would definitely put 
“No. I" on the National Newsagent 
—the only Trade Paper with a five- 
figure circulation 


Send for Advertisement Rate Folder 


NATIONAL NEWSAGENT 
BOOKSELLER STATIONER 


107 FLEET STREET - LONDON - E.C.4 
PHONE: CITY 2604 (4 lines) 
meme A.B OC Net Sees Certificace — 


Est. 1908 Phone: Hol. 8641/2 


87/93 LAMBS CONDUIT ST., W.C.1I 
Directors : 
George Mial!, Arthur Lambert, Percy Millward 
House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


British advertisers anxious” to 
increase their trade with 
Denmarkshould investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from: | 


CRANE-DEBENHAM LTD., 
69, FLEET STREET, LONDON, E-C-4 
Central 2811 
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SILK oy ARTS L® 


97 SHIRLEY ROAD.CROYDON 
ADODISCOMBE 3147-6 


HIGHEST GRADE read SERVICE 
CLEAN & SHARP RY EXPRESS £ 
CRAFTSMANSHIP DELIVERY 


DAYLIGHT GLOWING POSTERS | SCREEN PRINTING 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 


10 PERCY STREET * LONDON * WI 


The Intimate Link 


YOU and YOUR PRODUCT ARE 
RELATED 
TO THE. PEOPLE OF BOLIUN 
if you advertise in the 
“BOLTON STANDARD” 
which deals with the personal affairs of 
Bolton People. 

It creates the right atmosphere for you 
to sell your goods. 

Its entire Sale is in Bolton and sur- 
rounding districts. There is no waste 
cieculation, and it is Bolton's favourite 
weekly newspaper. 

Continued sales increases 
Victoria Street Bolton 4742/3 


115, High Holborn London, W.C.1. 
hancery 8752/3 


CLELAND 
PACKAGING 


Cartons, outers and display pieces made 
to order, in immaculate style and in the 
best traditions of industrial Design — 

functionally and visually. 
WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


RENART 
STUDIO LTD 


EALING 3362 
» 4644 


» 72 


NEW BOOKS REVIEWED 


For Research Technicians Only 


Marketing 
Bradford 
42s ) 

me. Bradford starts his book 
with quotations from Rudyard 
Kipling. Apart from that, how- 
ever, his book follows an ortho- 
dox pattern. It scans the main 
branches of distribution research 
without going very deeply into 
any one subject. 

Dr. Bradford follows some 
current American thought by re- 
ferring always to “marketing” re- 
search rather than to the longer 
established “market” research. 
There is much to be said for this 
definition. The older term too 
often makes people regard it as a 
single operation, a survey to solve 
an immediate problem or query, 
and to do no more. 

The newer concept is more 
comprehensive. Dr. Bradford 
shows how research can be ap- 
plied to problems such as profit 
potentials, customer appeal, loca- 
tion and evaluation of markets, 
channels of distribution, packag- 
ing, merchandising and sales pro- 
motion, and many other aspects 
of the distribution problem 
Because it gives this overall pic- 
ture. the book is worth a place 
in the market research library. 

English readers may be con- 
fused by the detailed description 


Research by Ernest S 
(McGraw-Hill Book Co 


of some typically 
aspects of marketing research. 
For example, there is very fre- 
quent mention of postal inquiries, 
a method rarely recommended, 
except in special circumstances, 
in Britain. The physical problem 
of personal interviewing in the 
States barely exists in this coun- 
try, hence our greater use of this 
more reliable method of inquiry 
The use of check-lists strikes 
English minds as equally un- 
necessary 

The formal setting out of every 
possible eventuality in consider- 
ing a problem attracts. the 
American. At least it ensures 
that he overlooks nothing. But 
it makes for a childish outlook 
and generalisations based on 
slender evidence. 

The appendix on 
techniques is practical and re- 
freshingly modern. Particularly 
interesting is the suggestion that 
sequential analysis might be ap- 
plied to product and copy-testing. 
Some researchers in England have 
so applied it for some time. 

Dr. Bradford's book is of little 
use to the English student or 
commissioner of market research. 
Nevertheless technicians may 
benefit from its study by enlarg- 
ing their academic knowledge of 
techniques. —G 


American 


Statistical 


For Students Of 
Photo-Engraving 


Photo-Engraving In Relief, by 
Smith. E Turner and C. D 
(Pitman, 

This is the third edition of a 
textbook that has won recognition 
as a standard work for students 
of photo-engraving. The book is 
divided into two sections, devoted 
respectively to the photographic 
and etching departments, and it 
covers exhaustively, in twenty- 
nine closely packed chapters, 
every facet of the craft. 

As the authors point out in 
their preface, the technique of 
photo-engraving in relief is so 
highly specialised that it may not 
be easy for the worker in one 
department to obtain precise in- 
formation about the work of the 
others. Their book is therefore 
intended to be of value, not only 
as a text book for the technical 
schools, but as a means by which 
every worker may obtain a com- 
prehensive knowledge of his 
trade. 

In this revised edition. the 
most modern methods, including 
colour masking, deep etching. 
and the use of polyvinyl, are fully 
described. 

The writers are to be compli- 
mented on kecping up-to-date an 
excellent textbook that should 
aid technical education in its 


_—. = 
Hallam 
25s.) 


task of maintaining and improv- 
ing standards of craftsmanship. 
C.D.R 


. 
Superb Pictures 

The British Journal 
Almanac, 1951 (Henry 
Co., Ltd., $s.) 

In its 92nd year, this annual 
continues to provide a wealth of 
useful information, including a 
selection of abstracts and tech- 
niques from the British Journal 
of Photography. The superb 
pictures in the photographic sec- 
tion are well worth the five 
shillings ” themselves.—M.H. 


Photographic 
Greenwood & 


IN BRIEF 


Antiques Year Book (Tantivy 
Press, 7s. 6d.) contains some thirty 
articles, ranging on subject matter 
from chessman to Caucasian rugs, 
along with directories of antiques, 
dealers, restorers, specialists, 
packers and shippers, and many 
illustrations of fine goods 


Lets Halt Awhile in 
by Ashley Courtenay 
Courtenay Ltd., 
commendations 
throughout the length = and 
breadth of the land, based on 
the experiences of the author. 


Britain, 
(Ashley 
8s. 6d.) lists re- 
for hotels, 
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DATES AND RATES 
These are The Furnishing World 
FESTIVAL ISSUES 

MAY 25 
featuring THE LOUNGE, 
and UPHOLSTERY 

JUNE 8. 
featuring 
BEDROOM FURNITURE 

JUNE 22 
featuring BEDDING 

JULY 6 
featuring DINING ROOM 
and HALL 

JULY 20 
featuring KITCHEN, BATH- 
ROOM and NURSERY 

AUGUST 3 
featurin 
SOFT FURNISHINGS 

RATES 

WHOLE PAGE 

HALF PAGE 


£25 
£14 10 


THE 
FURNISHING WORLD 
180 FLEET STREET 
LONDON, E.C.4 
Telephone 
CHAncery 8844 
Published by 
Trade Chronicles Ltd. 


ADVERTISER'S WEEKLY 


© 


FESTIVAL 
ISSUES 


offering Your Clients a 
GREAT ADVERTISING 
OPPORTUNITY 


Here is welcome news for advertisers in the allied 


Furniture and Furnishings Trades... 


_ The Furnishing World will publish a series of six 


FESTIVAL IN PRINT issues, coinciding with peak- 
interest in the Festival of Britain. See dates at left. 
In each issue will be an exhibition-in-print, featuring 
one special section or group of sections in the 
Furniture and Furnishings trades. Here, in specially 
designed advertisement supplements bound in The 
Furnishing World itself, manufacturers throughout 
the country will be able to display their newest and 
most successful designs. 

The Furnishing World FESTIVAL IN PRINT series 
aims to provide a nation-wide platform for the genius 
of British designers and craftsmen. Special distribution 
arrangements will ensure a wide overseas readership 
of these special issues. 

Your clients’ products should, therefore, without 
question be displayed in this series, which will have 
the close attention of all manufacturers, wholesalers, 
and retailers alike. 


Write or telephone for full details . .. NOW. 
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HABIT FORMING 


The Birmingham Post is the daily morning newspaper with the most regular readership in the Midlands. 
It is purchased by the young Midlander when he starts smoking and thinks about getting married. In 
thirty years time he will probably read in it a report of his speech at the Annual Meeting of his 
Company. It is unashamedly provincial from title to imprint. It sees the world through Midland 
spectacles and reports to Midland men and women — undergraduate or Faculty Dean, head typist or 
Board Chairman. It is the ideal medium for covering one of the most compact “A” class markets 
in Britain. 


To cover the Midlands first cover Birmingham 


The Birmingham Post 


Morning Daily Member of A.B.C. 


Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C.4 


Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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Continued Prosperity Assured By Big 


Government Orders 


By DAVID PICKARD, 
of Research Services Ltd. 


1—-COMPARISON OF RAW MATERIALS PRICES, WHOLESALE 
PRICES, RETAIL PRICES AND WAGES FOR PERIOD 
JANUARY 1950 TO JANUARY 1951 


Cost of Imported 
Raw Materials 
Index (a) 


Wholesale Price 


Index (b) 


Index (c) 
June, 1947—100 
113 


Rave Index (2) 


June, 1947—100 
110 


Re-armament has shifted the accent of production in 
the Midlands. There is no lack of work, however, and 
the huge market which embraces the shires of Derby, 
Nottingham, Leicester, Northampton, Stafford, 
Warwick, Worcester, and Rutland, represents a ‘good 
buy’ for anyone wanting to sell consumer goods. 


} 
| 1950 


| 1962 
% increase 
an. 1950— 


E-READING the econ- 
R= writings of the period 
immediately after the war 
is an interesting, if depressing, 


occupation. They seem for the 
most part to be written in a 
language as dead as Latin. 

Unemployment was still the 
bogy. You considered an arca 
such as the West Midlands, 
showed how the heavier indus- 
tries of the Black Country and 
the lighter engineering works of 
Birmingham were complemen- 
tary, how closely integrated the 
area was, and concluded that the 
Region had a ._ satisfactorily 
balanced economy, hence—this 
was generally the point of 
analysis—when the trade cycle 
took a downward bend the West 
Midlands were sitting as pretty 
as could be hoped for by anyone 
save an idealist. 

Unemployment was, however, 
something almost tangible; you 
could travel round the country 
and see just what it meant in 
terms of social distress, But 
unemployment, in its most severe 
form, was a disease which struck 
only here and there. If you weren't 
a miner or a s*:ipbuilder, if you 
didn’t have to go to Jarrow or 
Maryport, you could forget about 
it and pretend jt wasn’t there. 

To-day we are having to 
accustom ourselves to quite a 
different set of terms, and to-day’'s 
economic troubles are less easy to 
fence off and forget. 

Inflation, for example, is more 
like a poison than a disease, 
seeping through the whole 
economic system. If a pound 


will only buy ten shillings worth 
of goods, then it doesn’t matter 
whether you live in South Wales 
or in a well balanced industrial 
area like the Midlands, 

This is not the place to examine 
in detail the problem of inflation, 
but Table I is a simple demon- 
stration of the fact that we are 
not going to be able to escape 
some pretty steep rises in prices 
over the next few months. 

Over the past year the cost of 
the raw materials of industry 
have risen by 62 per cent, whole- 
sale prices have risen \vy 22 per 
cent, while retail prices have risen 
by only 3 per cent. While costs 
of raw materials only represent 


' an. 1951 . 


62% 


Sources: (a) and (b) Board of Trade. 
Services 


a part of the final price, it is 
nevertheless clear that the recent 
increases in the cost of raw 
materials have not yet had their 
full effect on the price that the 
consumers have to pay for the 
finished goods. 

The fundamental problem cf 
the moment for the Midlands, as 
for any other region, is not 
whether full employment is going 
to continue or whether wages in 
the region are going to remain 
fractionally above the national 
average, but whether wages and 
salaries as a whole are going .o 
increase faster than prices. If 


the tax on cars. 


on industry as a whole. 


the market. 


intense demand. 


to go to the home market. 


BUDGET MAY KILL LUXURY CAR TRADE 


What effect will the recent Budget have in the Midlands? 
The two items most likely to be felt are the 44d. on the price 
of petrol and the increase from 334 per cent to 663 per cent in 


The petrol tax is lower than had been feared. 
to have any serious effect on the vehicle industry, although the 
increased transport charges that may result will weigh heavily 


The car tax is a little more serious. 
tax, which means that it affects the luxury car very wong | 
indeed—it may indeed go close to pricing some of them off 


The smaller increase on the ordinary family car will probably 
take some of the wind out of the inflated waiting lists for new 
cars, but even at the new price there will certainly still be an 


In fact, any discussion of the effect of the tax on home sales 
slightly academic, for several months ago the Government 
announced a cut of more than 25 per cent in the number of cars 
It is this cut, the result of steel 
es and the export drive, that is the real limiting factor. 


It is unlikely 


It is an ad valorem 


(c) and (d) Ministry of Labour and National 


so, then the outlook is a forbid- 
ding one for the manufacturer, 
whether he is selling to the 
Midlands or to the Outer 
Hebrides. 


This is certainly not a sugges- 
tion that “thinking regionally” 
in marketing is becoming any 
less important. Anyone with 
experience in market research will 
know what a very profound 
effect regional traditions and 
individual ways of life have on 
the acceptability of any product— 
and jt will take more than a cold 
war to alter that. 


But at the moment there is 
hardly an industry in Britain 
whose future, judged solely in 
terms of demand, is not rosy, nor 
a region whose prospects, judged 
solely in terms of employment, 
anything but bright. Thus when 
current problems are financial 
rather than social, when supply 
is the difficulty rather than 
demand, then one has to think 
not only regionally and nation- 
ally, but often even __ inter- 
nationally. 


The motor car industry cf 
Birmingham and Coventry 
provides several illustrations. Of 
the demand for British cars both 
at home and abroad there can be 
little doubt, as witness the 
covenants governing the sale of 
secondhand cars, and the 
industry's export record. Yet in 
1951.the industry expects a con- 
siderable cut in production. The 
reason—a 15 per cent cut in steel] 
supplies over the first six months 
of the year, mainly because of a 
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reduction in supplies available 
from the United States, 

One of the industry’s major 
problems is to keep down the 
price of cars to a level that will 
make them competitive overseas. 
The manufacturers are often 
powerless to do so, for costs over 
which they themselves have ro 
control continue to rise. Tyres 
are the latest offenders; the price 
of rubber has risen by a third in 
the first two months of this year. 

The industry's principal 
customer in Europe in 1950—its 
third largest in the world—was 
Sweden. After April 1951 only 
a negligible number of cars will 
leave Birmingham and Coventry 
for Sweden. The reason—not 
that Midlands manufacturers 
have been ousted from the 
market by alert competitors, but 
that exports last year were too 
good, and the Swedish Govern- 
ment decided they could not 
afford the currence longer. 

These are examples of the kind 
of frustrations which face the 
motor industry to-day, and the 
type of problem that restricts us 
from thinking “regionally” pure 
and simple. However, the story 
is not only one of frustrations, 
but also of solid accomplishments. 

If the Swedes may no longer 
buy British cars, the Canadians 
do in increasing numbers. 

Manufacturers are vigorously 
tackling the problem of reducing 
costs in the face of rising raw 


A 116-ton stator—part of a 
50,000 kilowatt generator—. 
on its way by special train to 
the new power station at 
Nechells, Birmingham. 


material prices by improvements 
in production efficiency. Austin’s 
record 1950 output of 166,000 
vehicles (three out of every four 
went overseas) was achieved at 
the staggering rate of 75 vehicles 
a working hour, an increase of 13 
vehicles an hour over 1949. 

One must also take into 
account the very large part the 
motor industry is going to be 
called upon to play in the 
rearmament drive. One pound 
in ten of the total of £285 million 
to be spent on defence production 
in the next three years will go to 
pay for motor vehicles. 

Details of this type of expendi- 
ture are not unnaturally difficult 


a 


to come by, but Austin’s are 
known to have a contract for 
several thousand light fighting 
vehicles, and Rootes are planning 
production of a new £6 million 
order for trucks for the services. 

The motor industry is more 
heavily concentrated in Coventry 
than it is in Birmingham, but in 
fact the importance of a basic 
industry like this cannot be 
judged solely by the number of 
workers directly engaged in it. 


ApriL 26, 1951 
The prosperity of the motor 
industry affects, for example, the 
rubber workers of Castle 
Bromwich who provide the tyres, 
the leather workers of Walsall 
who make a lot of the upholstery, 
the sheet steel rollers of 
Wolverhampton and the Black 
Country, down to the hundreds of 
small, specialised engineering 
firms which are such a feature of 
Birmingham industrial life. 
Another characteristic 
Midlands industry which will be 
of the greatest importance in the 
next few years is the manufacture 
of machine tools. The Ministry 
of Supply say that we shall have 
to spend £115 million on machine 
tools for defence production. A 
large proportion of these must 
come from America, partly 
because they are of specialised 
types which we do not make over 
here, but also because British 
machine tool manufacturers are 
offering the not very attractive 
delivery dates of two and a half 
to three years ahead. 
As Table II shows, the staple 
industries of the West Midlands 


II—AVERAGE WEEKLY EARNINGS IN THE MAJOR 
INDUSTRIES OF THE WEST MIDLANDS 


Industry 


Sppateseipewrentd: 


Men Youths Women Girls 


Vehicles — — 

Metal manufacture. 
Other metal industries | 
Precision instruments, etc. 
Average of all i 
Average of all industries 


“We're too big 
for our maps” 


This map is on far too small a scale to show more than 


a few of the towns which are served by National Solus 


Sites Ltd. 


In fact, there are National Solus Sites in all the 


principal towns in the Midland Counties, standing above 


and beyond competitive advertising—as they do in every 
town of importance in England and Wales. 


NATIONAL SOLUS 


56/60 STRAND - 


Directors : 


P. W. FELTON -S, 


LONDON: W.C.2 


E. CARTER 


* T. A. ALLAM 


STAFFORD 
BURTON-on-TRENT 


Sedgleye 


Siinckley 
pee IRMINGHAM 


“lo siackteoth 
e Stourbrid Shirley 
KIDDERMINSTER 
| Seer port Bromsgrove 


P WORCESTER 


a 
WORCESTER 


Thurmaston 
LEICESTER @ 
@0ed! 


COVENTRY 


afieasiey 
@ MANSFIELD 
NOTTINGHAM 


@ Hucknall 
NOTTINGHAM 


@ Ashwell 
@ Oakham 
RUTLAND 


L&ereceesver 
e 


© Wigston 
neaton 
Kettering 


uaby C 
WORTH AMPTOWN 
Wellingborough® Rushden, 


Te’. TRAfatgar 4922-3-4 


(Managing Director 


SITES LIMITED 
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OF THE PAPER WITH 
THE SECOND LARGEST 
PROVINCIAL EVENING 
SALE SOUTH OF 
SHEFFIELD . 


Each day during the twelve months of 1950 the 
certified net sales of the Express and Stor 
averaged 193,583—a record for the paper. 
Distribution to the important industrial and 
agricultural centres in the 750 square miles of 
the Black Country and Shropshire is effected 
mainly through ten branch offices. The high 
standard of service rendered by these offices 
can be gauged by the analysis of sales of the 
Express and Star in the various districts. 
They effect efficient, speedy distribution of 
localised editions containing up-to-the-minute 
news of the day to all the main towns in the area. 
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The Calsall Observer 


has the largest sale of any weekly 


newspaper published in the county 


of Staffordshire. 


The average nett sale for the six 
months ended December 3lst, 1950 


was :-— 


Head Office : 
Walsall 


43,046 


(A.B.C. Certificate) 


copies per 
issue 


The Burton-on-Trent 
and district Weekly 
with real pulling power. 
To ensure full coverage in any 
advertising campaign embracing 
the busy Midlands you MUST 
include the 


BURTON 
CHRONICLE 


It goes into Brewing, Mining, 
Pottery, Agricultural and Resi- 
dential districts in five counties. 


Head Office : 


Burton-on-Trent, Staffs 
Tel. 2220 


London Office : 
53 Fleet Street, E.C.4 
Tel. Central 4968 


An independent, 
old-established weekly 


CHEADLE & 
TEAN TIMES 


The on-the-spot newspaper of an 

important industrial and agricultural 

area of North Staffordshire. 

Offices: High Street, Chead'e, 
Tel. 3162 

London Office: 69 Fleet Street, 

Tel. Central 5453 


Staffs. 


EC.4. 


lites 


Established 1920 


NATIONAL AND 
PROVINCIAL 
PRESS 
ADVERTISING 


CREATIVE DESIGNERS 
OF PRINTED PUBLICITY 
CATALOGUES, FOLDERS 
POSTERS, SHOWCARDS 
PACKAGE DESIGNS 


BOSWELL 


PUBLICITY L*” 


Accredited Advertising Agents 
BILBIE ST. NOTTINGHAM 
TELEPHONE 41358 
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INCOME GRADES INDEX FOK THE LAKGEK TOWNS IN THE MIDLANDS 


Below Average 


OERBY (99) 
CHESTERFIELD (98) 
COVENTRY (98) 
BEESTON (96) 
BURTON-ON-TRENT (96) 
WOLVERHAMPTON (96) 
MANSFIELD (95) 
OLDBURY (93) 
SMETHWICK (93) 
WALSALL (92) 

WEST BROMWICH (92) 
BRIERLEY WILL (9!) 
DUDLEY (9!) 
WEWCASTLE-O-LYME (91) 
WUNEATON (9!) 
ROWLEY REGIS (91) 
STOKE-ON-TRENT (89) 


nearly all pay wages well above 
the national average; there is 
indeed every prospect that pay 
will remain high. The competi- 
tion for labour is intense, for with 
only four workers in every 
thousand out of a job there is 
very little slack to be taken in. 
In Birmingham alone the Ministry 
of Labour offices are showing 
13,000 vacancies that cannot be 
filled. a figure that is certainly 
an understatement of the true 
position, for some firms are so 
desperate for staff that they do 
not bother to register specific 
vacancies but just give a general 
instruction to “send anyone 
along.” 

It is difficult to see how this 
shortage of labour is going to be 
remedied, for new workers must 
have somewhere to live and the 
West Midlands already have a 
major housing problem. Indi- 
cative of the strain is perhaps the 
not very dignified bickering that 
has been going on now for some 
months between Wolverhampton 
and the Staffordshire County 
authorities. The town is already 
bursting at the seams, and must 
soon re-house some 20.000 
people. The County authorities, 
taking a long term view, are firm 
in their decision not ta allow 
any overspill of population into 
the surrounding countryside. 


The higher wages of the 


Midlands are reflected in the 
spending habits of its people. 
Table Ill quotes the Board of 
Trade’s index number of sales per 
week during 1950 for Great 
Britain, and compares it with the 
corresponding figure for the 
Midlands and South Wales. 
Since South Wales is one of the 
less prosperous areas of the 
country, the table almost 
certainly understates the higher 
level of purchasing in the 
Midlands. 

Another sign is to be found in 
the “Income levels index for the 
145 largest markets” which re- 
appears in the latest edition of 
The Marketing Survey of the 
United Kingdom. The chart 
on this page shows how many of 
the towns in both the East and 
the West Midlands enjoy above 
average levels of prosperity. 


Problem Child: 
The Potteries 


The chart also shows how the 
two Staffordshire towns of Stoke- 
on-Trent and Newcastle-under- 
Lyme are very near the bottom of 
the list. The Potteries are indeed 
the problem child of the 
Midlands. At the moment the 
problem is a social rather than 
an industrial one, for with such 
a large proportion of the output 
of our leading export industries 


I1I—INDEX NUMBERS OF SALES PER WEEK (1950) 


Item 


Midlonds and South Wales 


Total, Great Britain 


Apparel . : 
Household Goods ‘ 
Non-food Merchandise . 

and Perishables 7 
Total—All Departments ... | 


Source: Board of Trade Journal. 
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JACK COTTON of Birmingham, who has been an 
ivory and wood turner for fifty years, is examining an 
ivory billiards ball he has made, checking it to make 
sure it will run true; and at the price, it ought to! Only 
three or four balls can be made from one African 
elephant’s tusk; the cost is approximately £1 for every 
pound the tusk weighs. (A small herd of elephants 
must be caught to supply the ivory necessary to make 
one snooker set!) This rare industry is one of the 1,500 
that are carried on in the great city of Birmingham. 
Birmingham’s main concern, of course, is with engin- 
eering and motor manufacture. It is one of the world’s 
largest industrial centres, busier now than ever in its 
history, turning out bicycles, inotor vehicles and heavy 
machinery of all kinds in unprecedented quantities. 


CORPORATION STREET, 


COVERS THE 


ERNEST LUMSDON: 


Leeds Office 


(NET SALE 108,72! ABC) 


BIRMINGHAM. 4. TEL: 


ADVERTISER'S WEEKLY 


its millon inhabitants are earning higher wages than 
ever before; even at the modest average of £5 their 
spending power must be in the region of 5 million 
pounds every week. This gives some idea of the vast 
market for advertised goods which exists in this area; 
and the most economical way to reach it is through 
the BIRMINGHAM GAZETTE, the EVENING DESPATCH 
(Birmingham) and the SUNDAY MERCURY, the only 
Sunday paper published in the Midlands, These 
Westminster Press papers get really near to the 
people in the provinces—they’re edited to do so— 
because they concern themselves mainly with local 
news and events—with ‘home’ news. Place your 
advertisements in these papers and get ‘home’ with 
the local news into Birmingham’s prosperous homes. 


EVENING DESPATCHe BIRMINGHAM GAZETTE. SUNDAY MERCURY 


(NET SALE 183.857 ABC) 


(NET SALE 171.443 ABC) 


CENTRAL 846! 


London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. TEL 


: CENTRAL 3265 


Manchester Office 


RUSSELL CHAMBERS, MERRION STREET, LEEDS 2. TEL: LEEDS 24998 MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER 2. TEL : BLACKFRIARS 393° 
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A COMPLETE SERVICE. 
rocess Sageeviog. in 


LINE, TONE AND COLOUR 


Creative Design + Technical Illustrating 
and Retouching - Commercial Photography 


THE MIDLANDS 


Aacess Exgtaving 
*Colophon .. 


31 LONDON ROAD, 


Colophon .:. 


TELEPHONE 


StudioCo 


Leicester 5259 % 16 WORTHAMPTON ST., LEICESTER 


Inutation . 
TO JOURNALISTS 


The services of the City 


of Birmingham Information 
Department are at the disposal of 
journalists seeking information about 
Birmingham—and particularly, 

in this Festival year, about the 

very full programme of events 
arranged for Britain’s Second City. 


Write, phone, or call, 


your enquiry will be welcomed. 


CITY OF BIRMINGHAM 


INFORMATION 
DEPARTMENT 


THE COUNCIL HOUSE, BIRMINGHAM 1 


Telephone: CENtral 7000, Extensions 491 and 492 


occupied with defence orders, a 
further responsibility is thrown 
on to the second line of export 
industries. 

The disorderly sprawl of the 
five towns is, however, a planner’s 


nightmare; it affects not only the’ 


way of life of the 275,000 people 
who live there, but also impedes 
the modernisation of the staple 
industry. Wage rates in the 
pottery industry are not high 
except for the more highly 
skilled workers whose services are 
at a premium, but it seems likely 
that local industry may be 
seriously disturbed by loss of part 
of its labour force to the Black 
Country and to Birmingham. In 
addition, two large modern 
Ordnance Factories will be com- 
peting for local labour. 

The working population of the 
Potteries is already high in 
comparison with its total popu- 
lation. More than half of the 
persons employed in the manu- 
facture of potteries are women, 
and it is traditional for women 
to work after they are married. 


Coal Reserves of 
East Midlands 


The East Midlands (Notting- 
hamshire, Derbyshire, Leicester- 
shire and Northamptonshire) is 
an area whose importance in tz 
national economy has _ been 
steadily growing over the past 
half century. 

One reason is that a large 
measure of the country’s reserves 
of coal lie under the East 
Midlands, while the existing pits 
are comparatively new, wel] laid 
out, and have an outstandingly 
good production record. 

Labour relations in these 
Midlands fields are also markedly 
better than in most of the older 
mining areas, as witness their 
recent willingness to work 
Saturday and Sunday shifts at 
many collieries in an attempt te 
reach the target production 
figure. 

Wages, already high, went up 
again early this,year. The coal- 
field towns like Sutton Coldfield, 
Chesterfield, Ilkeston and Mans- 
field are also manufacturing 
towns in their own right, and 
rarely does one come across the 
genuine mining town of the 
South Wales pattern—Worksop 
and Warsop are probably the 
only examples. 


Industrial 


Profusion 


Apart from the mining 
towns, the East Midlands have a 
healthy profusion of industrial 
interests; engineering and the 
metal trades in Derby; textiles, 
tobacco and drugs in Notting- 
ham; hosiery, women and 
children’s shoes, and a rapidly 
growing engineering industry in 
Leicester. Agriculture is also 
important, the area round 
Newark and Retford, for 
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An erecting shop for 
machines and transform- 
ers at the Stafford works 
of English Electric Co. Ltd. 


example, is geographically an 
extension of the fertile plains of 
Lincolnshire. 

Northamptonshire, although 
traditionally the home of the 
men’s boot and shoe trade, is 
nowadays acquiring a new 
importance as a centre of the 
iron and steel industry. The 
story of the development of this 
industry is really the story of the 
town of Corby. 

In the early 1930s the firm of 
Stewart and Lloyd employed 700 
workers in ironstone mines and 
blast furnaces in the neighbour- 
hood. Capital development led 
to expansion, and by 1936 some 
4,000 workers were employed. 
Corby emerged from the war as 
a small community of about 
13,000 inhabitants, but by this 
time its importance as a centre 
of the steel industry was begin- 
ning to be recognised, and late in 
1949 Corby was given official 
status as a New Town. 


The Odd One 


Among New Towns 


As such it is something of an 
oddity, for its raison d‘étre is 
primarily industrial and only 
secondarily social. The official 
statement referred to the expan- 
sion of Stewart and Lloyd's 
works and said “this expansion is 
being undertaken urgently as a 
matter of national importance 

..” The proposal is to expand 
the present population of 14,000 
to 40,000. “Necessarily,” the 
statement goes on, “the New 
Town will be largely dependent, 
at any rate for a long time, upon 
the steel works, but it is hoped 
to introduce new industries . . . 
in order to provide employment 
for women and others who will 
not be employed in the steel 
works.” 

While, as has happened earlier 
in the year, workers in the 
factor'es of the West Midlands 
are being laid off for lack of steel, 
Corby’s dependence on one 
industry should be no source of 
economic weakness. 
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Extra Export Effort To 
Offset Re-armament 


Reports from Special Correspondents in the main 
centres of the Midlands indicate that re-armament 
in the engineering industries and the redoubled 
export drive among norma! Mage cap will ensure 


good purchasing power 


shortages and dislocations in 

changing over to arms pro- 
duction, industrial prosperity in 
the Midlands is high and pros- 
pects good. Engineering, the 
area's main industry, will benefit 
from rearmament, and other in- 
dustries have been told they must 
increase exports to make up for 
engineering. The motor industry 
contributed to January's record 
exports, and long-term develop- 
ments are going ahead. 

A Birmingham firm, for 
instance, is to use a wartime air- 
craft factory to make “jeeps” and 
may soon open another new one. 
In June a Birmingham electrical 
engineering firm expects to open 
extensions costing £1 million, and 
a big chemical combine is going 
ahead with expansions. 

Off-setting the raw material 
difficulties in the Coventry motor 
industry, which have resulted in 
some smal] scale redundancy, is 
the outlook in several other 
spheres. The aircraft industry is 
busily engaged with Ministry of 
Supply contracts; and the mach- 
ine tool trade has more orders 
than it can deal with immediately. 

Although there is a universal 
shortage of non-ferrous metals 
on which many of the smaller 
concerns in Wolverhampton rely 
for their livelihood, there have 
been few, if any, redundancies 
notified for that reason. Housing 
schemes for the borough are held 
up pending a settlement of the 


I: spite of raw materials 


r the population. 


overspill problem between the 
Corporation and the Staffordshire 
County Council. 

is regaining its lead- 
ing position in the country as a 
centre of consumer goods produc- 
tion. Mellor Bromley & Co., 
Ltd., builders of knitwear mach- 
ines, are building a new £50,000 
factory in Barkby Road, while 
the Bentley Engineering Co., 
Ltd., have started production of 
machines in their new Parker 
Drive factory. 

The population of Rugby has 
been rising at the rate of a thou- 
sand a year since the end of the 
war. The East Midlands Electri- 
city Board are building a trans- 
former station to supply the 
largest electrical engineering 
works which is extending its 
factories and offices. 

Worksop is no longer merely 
the “Gateway to the Dukeries.” 
The borough includes much farm 
and woodland, but mining is the 
main industry. New Bairnswear 
and C.W.S. factories are under 
construction. 

In Walsall, long known as the 
“town of a hundred trades,” and 
a centre of the leather industry, 
demand for sites for new fac- 
tories is at present unsatisfied, an 
indication that manufacturers 
find the town well-situated. 

Warwick, with a population of 
roughly 15,000, retains all the 
characteristics of the county 
town. Industrial development is 
limited by the availability of 
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Typical scene in Stoke-on-Trent. In addition to these bottle-necked 

kilns, there are tunnel ovens, continuously fired by gas and 
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Frank Mumford, who for 37 years has been engaged in aioe 
riding saddles for the firm of Jabez Cliff & Co. of Walsall, 
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has received the B.E.M. for his work. 


ment, as a large proportion of the 
workers go to Coventry and the 
remainder are engaged in the light 
industries in the town itself. The 
town is the centre of a thriving 
agricultural area, with a weekly 
cattle market, and is used by 
farmers and their wives for their 
weekly shopping. 

Metropolis of the carpet world, 
Kidderminster has more than a 
third of its total population of 
36,000 engaged in the staple in- 
dustry and reports a higher per- 
centage of women in full employ- 
ment than any other town in the 
country. In an endeavour to 
secure a diversity of industries ia 
the borough, the Council have 
earmarked two sites for develop- 
ment. and light engineering con- 
cerns and a lens-making firm have 
been attracted to the town. 

The shoe industries in North- 
ampton and Kettering are working 
steadily and signs of stabilisation 
in leather prices are encouraging. 
A rich mineral belt to the north 
of Kettering provides iron ore 
which is used at two iron works 
and at the neighbouring steel 
town of Corby. 

Pottery is the industry that 
comes to mind when most people 
mention Stoke-on-Trent. But the 
city has other important indus- 
tries—notably coal mining and 
steel-making. All three are now 
busier than ever before. 

Brewing is, of course, the main 
industry of Burton-on-Trent. But 
it is not the only one; there is 
good representation of light and 
heavy engineering, textiles, 
vitreous enamelling, rubber 
manufacture, hosiery and foot- 
wear. 

Despite a shortage of skilled 
labour, one Peterborough firm, 
F. Perkins Ltd., now world 
famous for its diesel engines, has 
gone ahead with the work of 
doubling the size of its factory. 
This extension, due for completion 
before August, will it is expected, 
increase the pay roll of the fac- 
tory, already employing over 
3,000, by 20 per cent. 

Although Stafford’s industries 


are very diversified, there is 
virtually no unemployment in the 
town and it is estimated that 
there are nearly 1,000 jobs 
waiting to be filled, mostly in the 
electrical engineering industry. 
In order to cope with the demand 
for houses—there js a waiting list 
of over 2,000—the local Town 
Council is developing several 
large estates along the lines of 
self-contained neighbourhood 
units. The town’s population has 
risen to nearly 40,000, and it is 
planned to carry it to between 
70,000 and 80,000, entirely on the 
expansion of the existing indus- 
tries. 

Nuneaton (population over 
50,000) is one of the largest 
boroughs in the Midlands, having 
an area of about 11,767 acres, 
with about 55 miles of road. 
Coalmining, quarrying, _ brick- 
making and the large textile 
industry have practically 
absorbed all available labour. 
Some labour, however, is still 
being attracted to the neighbour- 
ing towns of Coventry and 
Hinckley, and it is to keep this 
labour in the town that the 
Borough Council have encour- 
aged new factories. 

Leamington has concentrated 
for many years on attracting 
visitors to take the waters. With 
the introduction of the National 
Health scheme, the scope of this 
treatment has increased con- 
siderably and patients now come 
from all over the Midlands in 
ever greater numbers. 
Coincident with the increase in 
the Spa's popularity is a keener 
interest in light industry. A 
trading estate is already planned 
and a number of new industries 
are being attracted to the town. 
Ultimate population level is 
planned for 45,000 (from the 
present 35,000) and two large 
housing estates are beigg 
developed. There is so little 
unemployment that even the 
Ministry of Labour's local 


exchange advertises regularly in 
one newspaper. 
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Publications News and Notes 


From Korea To 
Cup Final 


A tank driver from Blackpool 
and a Northumberland infantry- 
man, both serving in Korea, are 
being flown home to see Satur- 
day's cup final. 

Their hosts, respectively, are 
the Daily Dispatch and the New- 
castle Journal, Kemsley News- 
papers having arranged the round 
trip with B.O.A.C. 

* * * 


The Livery Companies of the 
City of London will be published 
on May 1 by City Press Ltd. 
Costing 2s. 6d., it will contain 28 
pages on art paper with a 
coloured stiff cover giving a con- 
cise account of the work of the 
City Guilds to-day against the 
background of their unique his- 
tory. A foreword has been written 
by the bass Mayor. 


Junior Age is sponsoring a 
National Baby Week display 
contest open to retailers of baby 
wear, toys, nursery furniture, 
prams and other goods in the 
infants’ trade. 

* * * 


From the May issue Berkeley 
Magazine will change its title to 
Modern Caravan, described as 
“the magazine for the mobile 
home.” 

* * * 

The creative ideas behind some 
of the attractive pictorial com- 
memorate stamps of France ap- 
pears in the May issue of the 
Stamp Magazine, which includes 
an article covering the activities 
of Monsieur Decaris, one of the 
“big three” of French stamp 
designers. 

* * * 

Health and Strength, May 3 
issue, is a spring pictorial and 
Festival of Britain double num- 
ber, selling at 1s. Greatly enlarged 
with full coloured attractive 
cover it has a pictorial supple- 
ment on art paper. 

* ~ * 

Published by Country & Sport- 
ing Publications on May 1, 
Motor Cycle and Motor Racing 
1951 gives an authoritative and 
pictorial review of these two 
speed sports. 

* * *~ 


May issue of the Amateur 
Stage will be a special Festival 
of Britain Souvenir issue, and 
will have contributions from 
theatrical personalities, including 
Sir Laurence Olivier, Christopher 
Fry, and Dame Sybil Thorndike. 
The May and June issues, en- 
larged, will be priced at Is. 3d., 
instead of the usual Is. 

7 . * 

Published on Wednesday, at 
sixpence, the Daily Mail souvenir 
Festival of Britain consisted of 
80 pages, over 90,000 words, and 
nearly 200 pictures, maps and 
diagrams. 


The Garioch Gazette and 
Central Aberdeenshire er- 
tiser, which was launched y 
Garioch Publications Ltd, 
Inverurie, last June, has ceased 
publication owing to lack of 
advertising support. 

* * * 


The 1950-51 Bolton Year Book 
contains 168 pages giving a 
wealth of municipal information. 
It is well supported by adver- 
tisers. Printers are Pendlebury & 
Sons Ltd. 

” * * 


A special issue of Metal 
Industry on Saturday will provide 
details of exhibits in the Birming- 
ham section of the British Indus- 
tries Fair most likely to interest 
the non-ferrous metal trade. 

* 


Television Weekly is publishing 
a 20-page Festival of Britain 
issue on Saturday, detailing tele- 
vision features devised in connec- 
tion wit the Festival. 
* 


The Manager is arranging a 
series of public luncheons at 
which persons of national or 
international repute will be in- 
vited to speak on topics of 
interest by businesemen. 


Trophy for 


basketball _ pre- 
sented by 


Record to the 


Basketball Association of England , 


and Wales was won by United 

States Air Force, Lakenheath, 

who received it from the Mayor 

of Brighton. 
* * * 

The third in the popular series 
“Our Young Prince” will be pub- 
lished by Country & Sporting 
Publications Ltd., on May 15. 
This album is entitled Our Young 
Prince (No. 3) and Princess Anne. 
The album has a four-coloured 
cover by Baron, showing a Royal 
Family group. 

* * * 

A special export edition of the 
Autocar, designed to show buyers 
ard users abroad why British 
cars are popular on the roads of 
«ne world, is being published 
to-day. 


AFTER BUSINESS 
HOURS 
‘Waters Of The Moon’ 


_ (Haymarket) 

In this play, the residents of a 
quiet country hotel suffer inva- 
sion by a family of “casuals” 
whose car has broken down. 
Among the intruders is one of 
those ebullient females, probably 
victims of excessive glandular 
activity, who create a ferment. 

Sybil Thorndike and Edith 
Evans, proving once again the 
supremacy of genius enriched by 
experience, scintillate in a galaxy 
that inclues also Wendy Hiller 
and Kathleen Harrison. The 
result is a performance in which 
every dram of drollery and pathos 
is distilled into entertainment. 

C.D.R. 
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| PRINTING 


AT ITS BEST 


Weare in a position to undertake the production of an estab- 
lished Weekly or Monthly Journal in Demy or Medium 8vo. 
Our service also includes the production of high-class 
Colour Brochures, Price Lists, Catalogues, etc., for which 
we have limited supplies of art paper in stock. 


FOX PRINTING PRESS 
TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 
Telephone : BUCkhurst 1252 - 1002 


For HOME & OVERSEAS 
The cheapest and most effective 
ADVERTISING 
Dainty *Give-away* Booklets -— 
LADDERSTOP MATCHES for silk 

stockings 
MOTH MATCHES for clothes and 
carpets 
MOSQUITO MATCHES (for export). 
SOAP hing when 


LEAVES Somet! 
travelling 
CLEANERS. 
FLOWER, leaves for reviving 
vase blooms. 
Etc. etc. etc. 
H. O. MEYER 
25/27 Sefton Road, Walton 
LIVERPOOL 9 


. 
ENSNME 


vy 


POINT OF SALE 


advertising | 


te SHOWCARDS 4 SIGNS ye DISPLAY | 
STANDS IN METAL, WOOD AND 
PLASTIC ye METAL PRODUCTS 
%& ILLUMINATED SIGNS 


ACME sHowcarD & SIGN CO. LTD. 
Pzragzon Works, Enfield, Middx. 
Tel : Howard 1651 


or down? 


How many times a day do you come up 
against problems of proportion? The 
RADIAL calculator will solve them in @ 
fraction of the time taken in working out 
awkward fractions, or in ‘squaring up’ and 
ruling a diagonal. In the hands of artists, 
layout and production men it saves literally 
hours every week. Precision-made of white 
ivorine, with the scales engraved and filled 
in two colours, the RADIAL costs only 
Ss. 6d., post free. Send for yours today! 
if it does not save you valuable time in the first 
week of use, we will gladly refund the cost. 


Cc. S. PRODUCTS 
25 Terminus Road, Eastbourne 


Est. over half a century 


son & WATTS LTD. 
“ $T.,LONDON, E.C.2 
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LAN CAMPBELL- 

JOHNSON (this page, 
April 5) gave a party at the 
Ritz last week so that his 
friends could meet Lady Tweeds- 
muir, M.P., now a director of his 
public relations consultancy. 

Foremost in a_ distinguished 
company was Earl Mount- 
batten (on whose staff Campbell- 
Johnson served for six years), 
who came with Lady Mount- 
batten. 

Among guests prominent in the 
advertising world were John 
Gloag, Ian Harvey, M.P., Doris 
Richardson, president of the 
Women’s Advertising Club, and 
J. H. Brebner, full of stories 
about his recent visit to Scan- 
dinavia. 


* x . 
ALSO PRESENT was Alan Hess, 
Austin Motors P.R.O.,  pro- 
iagonist in a stunt that would 
have staggered Jules Verne (and 
which was announced at a Dor- 


chester luncheon earlier in the 
day). ; 
Not content with holding 


more motoring records than any- 
body else in the world (165 to be 
precise) Hess, with three other 
drivers, is going to take an A40 


Mainly Perdsonal— 


By CONTACT 


Austin Sports model round the 
world in thirty days. Austin have 
chartered a _ specially-adapted 
Skymatester from K.L.M. Royal 
Dutch Airlines (B.O.A.C. not 
having a plane available at the 
wanted time) to take the car over- 
seas. 

Travelling by plane to meet the 
car at points en route are six 
lucky pressmen from, _respec- 
tively, Reuters, Associated Press, 
Television Newsreel, Gaumont 
British News, Magnum Photos, 
Inc.. and the Daily Express. 

Meanwhile, Hess will have a 
different role this week-end. He 
is president and Fellow of the 
Institute of Public Relations, who 
are conferring at Hastings. 


* * * 


YOU MAY remember the fol- 
lowing limerick, called “Rela- 
tivity” : 
There was a young lady 
named Bright 
Whose speed was far faster 
than light; 
She set out one day, 
In a relative way, 
And arrived on the previous 


night. 
Such a feat is all in the day's 
work with A. E. (“Globe 


* ADVERTISING MANAGER’S CORNER | 


The FINAL Word 


When it’s all over bar the shouting, that’s the 


time to be on your toes. Your Press advertising 


may have got past all your customers’ defences, 


a well-timed mailing shot may have brought you 


in sight of the goal. But you can still miss your 


chance if you forget to use your head. Unless you 


know enough to put a real kick into your point- 


of-sales appeal you'd better pass the job over to 


Harris. With nearly forty years of experience in the 


game, he’s naturally in a better position to score. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE 


FIRM WITH 


EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel : REG 3295-6 


Earl and Countess Mountbatten chat with 
Alan Campbell-Johnson (see 


Trotter") Stephens, Kensitas 
“Ambassador of Commerce.” 
Often he has arrived at nis 


destination the day before he has 
set off! He has crossed the 
International Date Line so many 
times that it is no novelty to him 
to have, say, two Mondays in one 
week, or to lose track of a day 
altogether. 

Only a day or two ago, Sydney 
Wildman, Kensitas advertising 
and sales promotion executive, 
said good-bye to him as he set 
off once again to go somewhere 
very far very fast. 


Once again A. E. Stephens and 
Sydney Wildman say the English 
for “au revoir” and “bon voyage” 


* * * 


RECALLED to the Army for 
staff duties is Stuart Chant, pub- 
licity manager at Pinewood 
Studios for the past two years 
and, before that, with David 
Lean’s Cineguild Ltd. Back in 
his old regiment, the Gordon 
Highlanders, as a major, he will 
work in the P.R. department at 
Eisenhower's H.Q. at Paris. 

Chant won the M.C. for his 
part in the St. Nazaire raid. 


* * * 


IN THE New Year I recorded 
with pleasure the fact that a 
knighthood had been bestowed 
on R. W. Haddon, deputy chair- 
man of Iliffe Press; and it was 
with pleasure also that I attended 
a lively and memorable gathering 
at the Dorchester last week in 
celebration of that honour. 

The several hundreds present 
included leading names in agri- 
cultural publicity and advertising 

Sir Richard being, of course, 
presiding genius of the Farmer 
and Stockbreeder. We all warmly 
endorsed the tributes paid to him 
by Lord Courthorpe, who handed 
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Lady Tweedsmuir and 
col. 1). 


him cases of pipes and announced 
that an inscribed clock was “to 
follow.” and by Tom Williams, 
M.P., Minister of Agriculture. 

Dick Haddon, it was recalled, 
put in 11 years’ service as chair- 
man of the Ministry's publicity 
advisory committee. 


* = * 


THERE is an agency in London 
where boys from Eton and other 
famous public schools can be 
seen helping with the mail, acting 
as stand-ins for the telephonist or 
receptionist, or delivering pack- 
ages. Let others argue whether 
this is a sign that our public 
schools are coming down in the 
world or advertising is going up. 
Myself, I'm all for it—when, as 
at Young and Rubicam’s, it is 
operated on a basis of reciprocal 
respect. 

Though these young men are 
not above doing office boys’ tasks 
at times, they are junior trainees, 
W. H. Beale, personnel manager, 
tells me. They have done their 
military service and are started 
off at about £5 a week. There is 
not a scrap of snobbery in 
Y & R’s policy; it is simply based 
on a belief that young men of 
this type and education are good 
advertising potential. As George 
Bryson points out, in America, 
where advertising enjoys a higher 
prestige than here, it is quite 
common for youngsters of good 
education, family, and connec- 
tions, to Start on the lowest rungs 
of agency work. 

Proof of the pudding is that 
numbers of these young hopefuls 
are already on the way to making 
good on the strength of the many 
opportunities available to them 
in the Y & R set-up. 


WEEKS WISECRACK 


“Ofcourse,we could givehim 
a job in the copy depart- 
ment if he promises not 
to call the other chaps 


‘vermin’.”” 
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100 /o enthusiasts buy Photoplay How many publi- Well over 100,000 circulation 
cations can claim that almost 100% of their readers are enthusiastic? Photoplay eae he = backed by 
is among the few. More than 100,000 women pay a shilling for it each month, and at, Cee jebgee 


19$1). 


they never miss a page because they are film enthusiasts. Here’s the kind of pin-pointed Magnificent full colour off- 


audience that many advertisers want—and it can be reached for only £,75 a page Find set cover spaces, inside gravure 
out all about Photoplay. Specimen copies and the full story will be sent to you on request. pages at only £75. 

BRITAIN’S BRIGHTEST AND MOST INTIMATE FILM MAGAZINE 
An Argus Press Publication ¢ 8-10 Temple Avenue E.C.4 e Central 3514 


i i a pgs ge Ab y. ce cipyyy yaya yy: OTTO cag yyy py laa lliyyypyys large 


Pipe ai ae, je ver ieee 28! iy a “ i Bh pe 7 a 
Tae! me *: ety Sli fe SAN ae 2.3. ee oe > . ee mn * Ce a oe 
ET a i, a ~<a er oe a eneerms 
: if aN Sic : / ; % ” : ig py ash 4 
ie... ui ———— «> . - 7 
aheg 5 a 
4 
ae eiere Te oe a ee TERRIER: Fee TT = 
Pe Eee ae oe e ie val -* , 3 ~ aa Pe ae ll eae xe pes aarp % en “les Ys 
es Tag hele GOS as Puen err iis ar > Sore os ae o9 BRP es ee +5 tees) aa re z 
<. Om tet eo Ake tS: ir « ad hs 4 , ae ‘ ae om a. ayS = e. me Rs 7 
ia ee 5 he fig Meee é Pt . Kar ; ~s * me ' ots Fe wee: é a ries F a 
So ae : Seg: a rd 
wae s a on 2 , 
i bdees 7 ~, ¥ 4 
Par: . ical ee : 
ba 3 ¥ 2 >: ‘ 7 + De “ es 
eat - : *4 ae st hl os 
Rg te - * o a "4 we ‘ 
ba ei oe iy a 
‘ Re Pi atieees 2 a , : F 
=. Park # i. , Se 
ok, ia er ee dhe - ny . 5 4 2 
: EW ht in tat oe a ie Sok eee, , # a : . e a 4s 
Boe) Rey Oo ; cee a wf ater ae as ae ny & Ree Pea) t 
ee ae, Wins ate PORE P gE ee FS eA, See a a sit Tee see 5: 
+) if rr é —-_2 a ae ‘hes Rr. V8 ae a rE reo geil AD : 
pea he Sk eee rs _ oe > SS ge ee wee : 
, e eo ON oe ge Efe See ‘ eo a ‘ 4 MABAy west | i 
ay <F * OS ie ae, oo ay - Fs =: . Ree Bee Se Oe i. ‘Vag 2 
RA, ITLIIL\s rd im a ae ‘ oo aT > he ee 7," 
: eter Be JIM tril — ; abe. the. ‘4 rn ¢ oees at 
a Ri Me ae ere * wpa . ; tee pad " 
. ie, Vgte ee ga = Z bh ect: Pit % ; Kis a 
ee oe ee : ee a + : e: ‘ ; 
: P Bear OS ee ve Bere. % 
2 ; 3 a, ny 43 bs te 2 . 
ey oF a 21S SP aes ‘ ‘3 oes" : in 
sty 2 1 eee “A mgt ; os |e ee a 
eb 3 F fo Ue ies -*, oe x 
" ae ; eo ay i “4 an ; ‘ sce Oe om a 
ae : Kd S pa , i é om af . : 
ae es ye % Ki , e” Me . 
Pt ;. eer we ‘y nag . a ire ; We : 
ee pam i i ‘ v 7 oe 
3 ; é , a Se : r i | 
ic a : Ga 6 ent ues Hy, = - ee : ee: 
‘ ae ™- J ee bes, : i a 
sat * aed pe - 4 ee ve 
Ree Rt by . ; ¢ 
* ERY 7 aes OR 4 * re ae 
i ae sal pe a 3 io aha 
* & : : a “e : Foe na if 
‘ re - ) — ee 5 Rs 
" S — ae : : ; ty 
74 4 i ‘ ‘5 Pe ‘J a Mg i oe . 
; be ; at if ye he ae fe e ee t 
Lae akg BA Wot —” — 2 re | => 2 i : 
- be . : ‘ > Epler SL a ite, ee ae our mre 2 
ha Z f* Re Lee a OR car > he ‘i = 
. ng , me fs Nie ¥ Pid es Ie * : 
3 . Vow S i = mi 4 - eect, ae 
~ 2 4 > ae ve * * # cs 
: te “igh J % ao “ ; fs a ss nee Y Sl oon 
nl on ‘ : — i : : ¥ fg = ¥ 
j A ae wen kee Ps “0 yt : ie “ % wy 
SBS o ee, eee ime ee ra = * cf 
‘ : 4 ore ae 7 : oe ee a : apes 
7 i re : Bin, : x = ¥ Le . ae 
. xp te ~ P, é a es es er = ee 7 > 
“a ue 5? ee, oh teers P av ee! ied 
: 4 ; = — a ne me Va be a z ‘i 
é sf — $ <—s & i % "3 Be 4 
Ps — Poy’ ; ne : 
aS ¥ a a i ay ee. He 7, 
Psy Me a + te ; Se A pe ome & ae rf 28 9 ve caf: 4 
Br ¥3 ‘ h ware ie ae & ‘ rated Va % P sd - oe : 
% aie : 3 ae me : Bix ey ie i he a 
- = ; «i Be - - 5. : q 
pe i ra * E: dig 
. ~~ Moai 4 ae : . — 4 ' bee Fi 
P Se \ ee Ss ¥ bs Ke a r 4 : as 
8) ee ‘ es SFA. ‘ se &* i - 3 yr 
re Pos a : es <a . a ; ‘, oe avd { 
a) ond, eer 4% £ _ 2 a : oat 4 
Rae : ae ee Mi) ——i‘(<‘é~S ‘ 4 od . 
a /. gf # ee a rs 2 ‘ ey a 
ee ° ies a koe a .. ete 
+ jog a Pins ‘ Be a ee 
} om ik s : + ae 
rae :. ¢ oe * if % j gy Seuss 
‘ # Pe 3 $ ci 7 © 
f ee *S (ae Eh. 2 4 , ; are) 
7" se fete as ce . me ae be ,. Rg 
r- ex a ay, ig i i Lig 
. et ae ‘See ; x % . 
* . a ee Ke a be a> 2 - ee 
: : 2 at 2 ‘ Be 
; ag . se bine “ves ; sgh ees 
Pas ee op ane ‘se eS es 
« ed Pagan : ar ee ee ee, F 
- ae : he. ‘Soa . 
4 : Py " és : ee i 
. : = 
oa % & - # oe . e : 
‘ ‘ er eg ; # 
a . Reel ve + - 
. Ye 4 yt ‘ 
9 se: 
" ij 
: ee : 
: 
’ 
a 
¢ 
# ] 
‘ 
; ; 
re 7 
4 ’ 
ies } 
14 : 
Merry = ~ a 
E ws E 3 SEL 
= ; a 
= 


ADVERTISER’S WEEKLY 


MURRAY 
WATSON 


, X 


fst 


SPARKLING ALUMINIUM 


FOILS 


to remind key-men of the food 
industry of the brilliant range of 
new designs made available for 
food packaging Ob: Britain's 
largest foil manufacturers. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 


FOOD MANUFACTURER is one of the 
LEONARD HILL TECHNICAL GROUP 


Ye~ specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


MANUFACTURING CHEMIST 
PETROLEUM—FIBRES 
PAINT MANUFACTURE 

WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 

CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen copies on request 


CURRENT ADVERTISING 


‘Amplex,’ A New 
Anti-BO Product 


“Amplex” is the name given 
to a concentrated chlorophyll, 
which combats breath and body 
odours, just put out by Ashe 
Laboratories Ltd., makers of 
Bandbox shampoos. 

The product is retailed in 
tablet form, costing Is. 9d. for 
a month's supply. 

John Tait & Partners Ltd. are 
handling the advertising cam- 
paign which opened last week in 
national dailies, women’s maga- 
zines, and national weeklies 
including John Bull, Picture Post, 
Illustrated, and Everybody's. 
Dealer aid material has also been 
prepared. 


Coupons By 
Post 


“An experiment on a_ wide 
scale” is how Hudson & Knight 
Ltd. describe their direct mail 
shot for Vim, Rinso, Knight's 
Castile and Knight’s Family 
Health soaps. 

First letters were dispatched 
to housewives over a wide area 
of the country last week with 
three 1s. bargain coupons. 

These are exchangeable, on 
payment of one shilling on each 
coupon, for (i) a large Vim and 
a small size Rinso, (ii) a Knight's 
Castile large bath tablet and a 
large twin tablet of Knight's 
Family .Health, and (iii) a 
medium and a small size Rinso. 

The campaign will be backed 
by the normal advertising 
schedule for the four products. 


Brighton On 
Luxembourg 


A series of six Sunday pro- 
grammes on Luxembourg for 
Brighton started on Sunday. 
Announcements are to be made 
in the “Top Twenty” programme 
between 11 and 11.15 p.m. each 
week. 

In the first two broadcasts 
listeners are being urged to take 
advantage of Brighton’s easy 
access to London to combine en- 
joyment of Brighton’s own 
Festival programme with easy 
visits to the London Festival 
centres. 

The series will also provide a 
vehicle for publicising the resort's 
Mr. and Mrs. Britain contest for 
which poster and Press advertis- 
ing has been planned on a con- 
siderable scale. 

In addition Brighton, in asso- 
ciation with the British Travel 
and Holidays Association, have 
produced a double crown full 
colour-gravure poster of the 
Royal Pavilion for distribution 
overseas, in particular to the 
U.S. and the continent. 

A cardboard window display 


Remember? This famous pre- 
war symbol for Cadbury's dairy 
milk chocolate is making its first 
post-war appearance in a new 
campaign in national dailies and 
Sundays. Agents: London Press 
Exchange Ltd. 


has been produced and will 
shortly be distributed to travel 
agents with copies of the new 
poster and Brighton’s Festival 
literature. Agents: T. B. Browne 
Ltd. ; 


New Indigestion 
Remedy 


The “latest development in 
acid-neutralisation therapy” has 
been introduced by the Inter- 
national Chemical Co., Ltd., in 
the form of BiSoDol Antacid 
Rollmints. 

An extensive national adver- 
tising and promotional campaign 
will be launched shortly through 
Armstrong-Warden Ltd. who 
have been appointed to handle 
the account. ® 


Half-pages For B.R. 

Stepping up their summer cam- 
paign British Railways had half- 
page advertisements in both the 
Daily Express and Daily Herald 
last Friday. 


ACCOUNTS MOVING 


To Charles Mitchell & Co., 
Ltd.: Redex Oil Additive and 
Engine Testing Equipment. Cam- 
paign now running for Redex 
Conversion includes Daily 
Mirror, Daily Mail, Daily 
Express, Sunday Express, Punch 
and farming trade Press. 

To Nicholls Advertis- 
ing Ltd, (Birmingham): Colmore 
Depot Ltd. 


ACCOUNTS RELINQUISHED 


Technical & General Adver- 
tising Agency Ltd. have resigned 
the account of E. J. Bowman 
(London) Ltd. 


Van Houten chocolates are 
made by Van Houten Ltd. and 
not by Jameson’s Chocolates Ltd. 
as stated in our issue of April 12. 
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NEW_ CAMPAIGNS 
SPONTEX SPONGES 


“It’s time 7 bought a Spontex” 
is the catchline of a new cam- 
paign for Spontex sponges to be 
launched by Crane Publicity Ltd. 
Consumer advertisements will 
appear in Radio Times, Woman, 
Woman's Own, Housewife, 
Homes and Gardens, and Good 
Housekeeping. Spontex house- 
hold sponges and dish mops are 
being featured in double page 
spreads in Hardware Trade 
Journal and Ironmonger, Spontex 
toilet and bath sponges in similar 
spaces in Chemist and Druggist 
and Pharmaceutical Journal, and 
the Spontex car sponge in Radio 
Times and Motor Trader. 

Realising the wide range of 
uses for sponges in industry, 
space is also being taken in trade 
papers covering building, decor- 
ating, printing, catering and 
numerous other trades. . 


* * 
CLOZONE 

First advertising for Clozone, 
made by J. Bibby & Sons Ltd., 
appeared on Monday when an 
extensive campaign opened in a 
wide range of provincial papers. 

Clozone, stresses the copy, is 
not soap powder or soap flakes 
but grains made by a special 
process. 

Half-pages are being taken in 
many provincials _ including 
papers in the Birmingham, 
Barrow, Blackburn, Cardiff, 
Derby, Mansfield, and Notting- 
ham areas. Agents are C., 
Vernon & Sons Ltd. (Liverpool). 

* * * 

CALYPSO LIPSTICK 

Dorothy Gray Ltd. are market- 
ing a new lipstick, Calypso, for 
which advertisements are appear- 
ing in London evenings, class and 
women’s magazines. Show cards 
have been prepared and there 
will also be co-operative adver- 
tising with dealers in local Press. 
Agents: Masius & Fergusson Ltd. 

* * * 


FOUR SQUARE 
CIGARETTES 


First advertising for Four 
Square filter cork-tipped cigar- 
ettes, made by G. Dobie & Son 
Ltd.. is now appearing in London 
evenings. Agents: Basil Butler 
Co. Ltd. 

~ - * 


For Cooltan, made by Kath- 
leen Court (England), in national 
dailies and provincial Press. 
Agents: Dorland Advertising Ltd. 

For Morley stockings, until the 
end of the year, in national 
dailies and Sundays and women’s 
magazines.—For Ultra Electric 
Ltd., for six months, in radio and 
electrical trade Press. 
Pritchard, T 

For Kwells, travel sickness 
remedy, in national dailies and 
Sundays, women’s magazines and 
travel publications. Also posters 
on London underground and 
main railway stations. Agents: 
. * . Garland Advertising Service 


For Burnett's White Satin Gin 
in national dailies, London even- 


* 
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ings, provincials and class maga- 
zines, including J/llustrated 
London News, Sphere, Country 
Life, Queen, House and Garden, 


and Vogue. Agents: Service 
Advertising Co., Ltd. 

For Oddeninos Hotel, first 
poster campaign on London 
underground. Agents: Legget 
Nicholson & Partners Ltd, 


For Jackson Electric Stove Co., 
Ltd., in periodicals and maga- 


zines, including Radio Times 
and Punch. Agents: T. B. 
Browne Ltd. 


For Newman's Foot Comforts 
in national and local Press. 
Agents: Auger & Turner Ltd. 

For Gauge & Tool Exhibition 
(May 15-25) posters on London 
underground and suburban rail- 
way stations. Agents: Clifford 


For John Bull tyres, in Punch, 
Motor, Autocar, Light Car and 
Motor World (Scotland), through- 
out the summer. Agents: Frank 
Gayton (Leicester). 

For Bondman 
national dailies, 
periodicals. — For Kenilworth 
cigarettes, starting May, in 
national dailies and magazines. 
—For Paterson's Clensel in daily 
and weekly papers in Scotland 
and North of England. Agents: 

oode, Dixon & Hunting 


tobacco in 
Sundays and 


[Glengarry 
biscuits keep 
the men about 
your house busy 
about the house 
The best of all 
sweet shortcake 


biscurts are wonderful 
food for people 
who work up a 
healthy appetite 


This attractive advertisement for 
Glengarry biscuits, produced by 
Colman, Prentis v 

drew a protest from the Boot 
Trades Association as not being 
conducive to good business. It 
depicted a househoider repairing 
his own shoes—and this “trod on 
the toes’ of the Association. 
Placed on a limited schedule, the 

copy is no longer in use. 


NEW ACCOUNTS 


To Auger & Turner Ltd.: 
Orenstein ve Koppel Ltd., makers 
of railway material and excava- 
tors (trade Press). 

To Technical & General Ad- 
vertising Agency Ltd.: Holland & 
Hannen and Cubitts Ltd., build- 
ing contractors and civil engin- 
eers. 

NEW ACCOUNTS (Overseas) 


Colman, Prentis & Varley Inc. 
have been appointed agents in 
America for Hovis Inc.; Ballan- 
type of Peebles; Coblentz Bag. 
Co. Inc.; and Lesco Inc. 


Following last year’s success of 
the Ryvita twin sales window dis- 
play competition it has been 
decided to run a similar competi- 
a Feng P mm bow 2. on 

onday. Agents: Colman, Prentis 
& Varley Ltd. 
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‘Make Commercial Radio Fit 
English Habits And Needs’ 


This question is i by Sir 
Robert Renwick, chairman of 
Power Securities Corporation, a 
director of other large companies, 
and vice-chairman of ihe ‘nstitute 
of Directors, writing in 
Director. 

After stating that the coming 
of very high frequency radio will 
make it possible for many more 
stations to be fitted into the 
listening band, Sir Robert con- 
tinues: 

“The mere mention of the 
phrase ‘commercial radio’ is 
enough to make the average in- 
habitant of these islands throw 
up their hands in horror. Which 
in itself is a curious fact because 
it is doubtful whether 10 per 
cent of them have ever heard 
commercial radio. The opposi- 
tion is inspired largely by the 
Press and the B.B.C. itself—plus 
the repeated experiences of those 
who have been to the United 
States, heard the American 
version of commercial radio and 
condemned it out of hand. 

“There is an important and, 
in this country unappreciated, 
distinction between sponsored and 
commercial radio. Sponsored 
radio might be best described as 
commercial radio with the plug 
taken out, the direct advertising 
being limited to a brief announce- 
ment at the beginning of, say, a 
symphony concert that the pro- 
gramme is by the courtesy of 
the sponsor. It may well be that 
this type would fit best into the 
British way of listening.” 


; Congress will 


International 
Congress Plans 


Two distinguished Continental 
printers will be speakers for the 
main themes at the seventh In- 
ternational Congress of Master 
Printers at Church House, West- 
minster, in July. 

Nominated by the Swiss 
Federation of Master Printers, 


Werner Merkli will speak on 
“Productive efficiency”; Andre 
Rousseau, nominated by the 


French Federation will take as 
his subject “Design in Print.” 

Mr. Merkli is works manager, 
Hallwag A. G., Bern, one of the 
best-known printing and publish- 
ing houses in Switzerland. He 
is co-author of several books in- 
cluding “Practical Offset Print- 
ing” and “Hallwag Vade 
Mecum,” a concise illustrated 
‘ome to practical printing and 

inding. 

M. Rousseau is director of 
Rousseau Freres, Bordeaux, pub- 
lisher-printers of first-class litera- 
ture, and is chairman of the 
Trade Association Committee of 
Master Printers of Bordeaux and 
the Gironde. 

Countries represented at the 
include France, 
Belgium, Switzerland, Denmark, 
Norway, Sweden, Holland, Fin- 
land, Italy, Cyprus, Austria and 
Australia. 

London’s Lord Mayor, Ald. 
Denys Lowson, will welcome 
delegates at their inaugural meet- 
ing, and will be guest of honour 
at a Congress luncheon. Mr. 
Winston Churchill is the Congress 
patron. 


Legal and Gazette 


New Companies 


Ltd., 4 Bed- 
ford Rom Wl Printers, engravers, 
Nomiral capital: £100. Direc- 

= Cc ago and H. Miller 
N. ( » Lid. 11 


New Court, Lincolns Inn, W.C.2. Nomi- 
nal capital: £1,000. Director: E. A. N. 


©. & A. Services Ltd., 87-91 Wands- 
worth Road. §S.W.8 Commercial, tech- 
nical, advertising and general advisors and 
consultants to University Tailors, Ltd., 
and to associated or subsidiary companies 
Nominal capital £100. Directors: D. 
Simon (permanent) and Valerie E. Simon. 

(The above-men. oned 
new companies recently registered are 


TRADE MARK APPEAL 


An appeal! against the Dronosed regis- 


a Foods, Lid 
ham Street. W.C.2 ; 
Justice Lioyd-Jacob in the 
Division on Friday he opponents were 
the Kellogg Company, an American Cor- 

ration with a British subsidiary, the 

ellogg Company of Great Britain. Lid 
They claimed that the proposed mark 
might arouse confusion with their mark 
“Gro-pup”™ extensively used in the United 
States and elsewhere. 

The Reeistrar of Trade Marks held 
that the degree of resemblance between 
the two marks was remote, and that 
“Gro-pup™ had not established such a 
reputation in Great Britain that con- 
fusion would be caused if the marks were 
used concurrently 


Giving judgment, his Lordship said 
a Registrar's decision accurssey ex- 


the conclusion to which the 
evidence pointes. He accordingly dis- 
missed the appea., with costs. 


Rotanp Carmicnaet (Roy ) Harpy, 
left £2.967 Os. 8d. gross, £775 16s. 9d. 
net value 


DISSOLUTION OF PARTNERSHIP 
JOHN ALFRED SIEVERS, WILLIAM ALBERT 
Hacket. and Norman Frepericx Srevers. 
trading as Eden Park Press. printers, 11 
Handcroft Road, West Croydon, Surrey. 
and formerly at 148a Upper Elmers End 
Road, Beckenham, Kent. December 27, 
1950 (dated March 28, 1951) 
BANKRUPTCY PROCEEDINGS 
H. A. Sucxtmnc (male), 72 Berkeley 
Avenue, Cranford, Hounslow, lately 
carrying on business with another as 
Cyprus Advertising Bureau. of 401 me 
Chambers, 168 Regent Street, Londo 
pA" advertising agents. Receiving Order 
pril . 


CHANGE OF ADDRESS 


Ballet Publications Ltd., to Ludgate 
House, Fleet Street, E.C.4 

Offices of East Anglian Daily 

Times, Ipswich Evening Star, Ipswich 

Football Star. Suffoik Chronicle & Mer- 

cury. Stowmarket Mercury and Felixstowe 

Times to Ludgate House, Fleet Street, 


E.c.4. 
Amateur Stage to 57 Church Hill, 
Loadon. N.21. 
ofce & Vision Lid., to 1 Old Burling- 
~ Street, W.1. 
Gun Ltd., to 245 Knights- 
bridge, S.W.7 


ADVERTISER'S WEEKLY 
SPRUE 


Planners 
and 


Producers 


of 
DIRECT 
MAIL 


RESULTS 


your campaign is directed 
to the general public 


you wish to approach 


consumers 


you want to contact any 
particular trade group 

you must mail to any or 
several kinds of industrial 
concerns 


you need any or all of the 
services connected with 
direct mail at home or 
abroad (Facsimile letters, 
addressing, enclosing and 
mailing etc., offset-litho 
printing) 


YOU WILL NEED 


SIMMONDS 


(POSTAL PUBLICITY) LTD 
82-84 PECKHAM RYE 
LONDON SEI5 
Telephone : NEW CROSS 554! 


Together with our associate company 
SIMMONDS PRINTERS LTD 


selected groups of) 


; F 
Surely it would not be beyond — | oy) 
. the power of British enterprise j 
to produce a system of commer- a 
cial radio which fits the special ia 
ji 7 
a Ma cv 
Ae 
g 
‘ Ltd, 
, 
: | Se 
. “ty F t " 
} ; 
: ee 4 i] . 
| - i «© 
a “3 i 
ee . 
| a ——_ aii 
Pe 
vt a WILL a 
. es | 
Pe 
‘ 1m 
| taken from the Daily Register compiled : 
by Jordan and Sons, Ltd.. Company 
i Registration Agents 116 Chancery Lane, Pe 
London, W.C.2 
: a : . 
4 
: a | ’ 
4 —————— ; 


ADVERTISER’S WEEKLY 


We Hear— 


THAT Libby McNeill & Libby 

Ltd. are running three snapshot 

competitions to choose the most 

beautiful babies in Festival year. 

I. B. Browne Ltd, have arranged 

advertising in women’s magazines. 
* . * 


THAT Philip Wilson, account 
executive of the Robert Freeman 
Co., Ltd., won the captain's prize 
for the bogey foursomes at 
Royal Mid-Surrey in partnershp 
with Greville Boyle on Sunday. 


THAT this is the front cover of 
a superbly produced booklet 
issued as invitations to the Inter- 
national Congress of Master 
Printers, in London. 


THAT this week's 
Everybody's is 


cover of 
taken from a 


photograph by Robert Greene, of 

Bassano Ltd. The model is Miss 

Barbara Allen. 
* 


And— 

* - 
THAT Bob and Barbara will be 
married at Caxton Hall on Satur- 
day and will be taking copies of 
Everybody's with them on their 
honeymoon in Paris as a 
memento. 

~ ” ~ 

THAT the Minister of Transport 
has been asked to investigate the 
effect of dazzle from fluorescent 
lighting in shop windows on road 
safety. 

* * 
THAT Hart & Barton Ltd. have 
been appointed advertising man- 
agers of Fairway and Hazard, the 
official organ of the Ladies’ Golf 
Union. 

* * 
THAT Granthams of Reading 
are handling the advertising for 
the Reading Festival of Britain 
Industrial and Retail Trades 
exhibition. 

* * + 

THAT dbout _half-a-million 
people visited the Gas Pavilion 
at this year’s Ideal Home Exhi- 
bition. Inquiries from potential 
purchasers totalled 5,830. 


SHUA B. 


HJEMMET 
hits 300,000 targets every week! 


At last we are able to offer adequate advertising space 
in Hjemmet, Denmark's leading family magazine (audited 
nett sale 287,357). For thirty years Hjemmet's advertising 
columns have introduced new products to the Dunish 
housewife, to her husband and her children. Goods long 
established in the market strengthen their hold week by 
week and year by year through advertising in Hjemmet 
to a quarter of Denmark's homes. 
Hjemmet is the choice of the better class families where 
imported articles gain the readiest acceptance. 

Our weekly magazine ALT for damerne is forging ahead 
and has now an audited nett sale of 204,556. Space is 
limited in ALT, but there is still a little for advertisers 
who get up very early in the morning. 


Denmark's leading weekly. 
Audited nett sale 287,357 June-Dec. 1950. 
EXCLUSIVELY REPRESENTED IN GREAT BRITAIN BY 
POWERS LTD. 


14 COCKSPUR STREET, LONDON, S.W.! 
|Telephone : WHitehall 3305/6 — 3366/7 


Remember, too, that 


Apri 26, 1951 


Many passers-by in Fleet Street have been gladdened by this magni- 


ficent floral display outside the * 


‘Daily Telegraph” offices. 


THAT Phillip Arnold, advertise- 
ment representative with Lutter- 
worth Periodicals Ltd., played 
the part of Jasper in an adaptation 
by the Dickens Fellowship of 
“The Mystery of Edwin Drood” 
on Saturday. 

* + 
THAT the W. S. Crawford Ltd. 
darts team beat C. & E. Layton 
3-0 last week. 

* * 

THAT it has been decided not to 
admit schoolchildren free of 
charge at this year’s Mothercraft 
Exhibition. 

* * * 
THAT a hive of bees has been 
installed on the roof of the 
British Bee Journal in Gough 
Square, E.C.4, to mark the 
arrival of foreign apiarists for a 
bee-keepers’ congress. 

. * ~ 
THAT nineteen posters designed 
to promote the use of furniture, 
entered in a competition organ- 
ised by H. Morris & Co., Ltd., 
were given a private showing at 
the M'Lure Galleries, Glasgow. 

* * * 

THAT Mrs. Jessica Maxted, 
recently appointed publicity ad- 
viser to Apparel and Fashion 
Industries Association for the 
forthcoming “Fashion Fortnight.” 
had her flat ransacked last week, 
the intruders getting away with 
nylons and jewellery. 

* * * 

THAT a fire broke out recently 
at the Leicester factory of 
Colophon Ltd.. process engravers 
and technical illustrators. There 
was no serious damage. 

* ~ * 

THAT the Irish Linen Guild is 
organising an “Irish Linen Week” 
in the U.S. next month. 

* * * 

THAT because of the success of 
the campaign, Torquay and 
district fish-friers are to continue 
their loca] advertising scheme for 
a further month. 

* ~ * 
THAT sters are being taken in 
the United States to avoid a paver 
shortage by reducing the weight 
of less essential types of paper. 
But newsprint weight will not be 
touched. 


THAT Rooster Publicity, Ltd., 
Peterborough, are again appoin- 
ted official photographers to the 
Engineering and Marine Exhibi- 
tion at Olympia this summer. 

* * * 


THAT 77-4 per cent of 704 shops 
reported that their Sewing Week 
promotion, organised by the 
National Needle Arts Bureau 
Ltd.. was a success. 


* * * 


THAT the Beehive Warehouse 
(Charles Richards) Ltd., Birming- 
ham, are entering their first pub- 
licity venture in the sporting 
world by sponsoring a_ cycle 
speedway contest at Birmingham 
for which they are presenting a 
shield. 
* * * 


THAT managers of Hector Powe 
shops are encouraged to refer to 
Mr. Powe frequently, when 
talking to customers, and to feel 
that they are his “personal repre- 
sentatives,” Mr. Lungley Powe 
told the British Sales Promotion 
Association. 


ADVERTISING 
DIARY 


Friday, April 27. 
Pusuicity Cius 
Speaker: Dr. John 
Rector of Glasgow 
Grosvenor Restaurant, 12.55 p.m 

Pusticitry Cius oF GLAsGow. 
annual mecting, Grosvenor Restau- 

rant, 6 p.m. 

East ANGLIAN Pusticiry CLup 
aa. Great White Horse Hotel, 


Semsaay. & Sunday, April 28 29. 
INSTITUTE OF PUBLIC ph. B 
week-end conference. Hastings 
; May 2. 


or GLascow 
M'Cormack, 
University 


y 
ADVERTISING CLUB 
i Aldwych Club, 


30 pm 
ADVERTISING CLUB OF 
annual meeting. 
rant, mt 30 p.m. 
M May 


OxProrD 
Agricola Restau- 


7. 

NATIONAL ADVERTISING GOLFING 
Society auction lunch, Savoy. 

BristoL AND West PUBLICITY 
Cius annual = mecting Grand 
Ho'el. 6.30 pm 

Wednesday, May 9. 

NaTIONAL ADVERTISING GOLFING 
Soc’ety spring meeting. Sunning- 
dale G.C. 

INSTITUTE OF 
lunch D 

ho'der Relations—part ?. PR. 
Town P'anning Centre, Covent Gar- 


Pustic RELATIONS 
O'Brien on “S oc k- 


den, 12.45 p.m. 
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J. ABRAHAMS & SONS LTD. 


of SUB-POSTMASTERS. 


representatives. 


£5 per week salary 
15°, commission per annum 


reasonable period. 


All applications in confidence to 


demand LONDON, S.W.7. Telephone KENsington 3674. 


action 


Sole Advertising Contractors for Wall Advertisement Space 
in sub-POST OFFICES of the NATIONAL FEDERATION 


offer a highly remunerative position to experienced 


The terms are’generous and can mean high earnings to men 
of energy,” initiative and experience of this type of selling. 
It is a fact that no other contractors offer such appointments. 


All expenses (including travelling) paid by the Company 


Motor cars may be supplied to those proving their ability after a 


J. ABRAHAMS & SONS LTD., 22 PRINCES GATE, HYDE PARK, 


cs S PRs Ae is * Se), ee ee ee Sr , Se hee oo ii . Ae 
S sg ae ae BRON ce By arte ieee Bae ; ill a at es a oe ae . _ ee 
ro — , Sn am 
ne . . % 
¢ fs OO —“C;isSCSC‘(‘SC#iésC Ay 
Fi Ey 
a ie “tg 
nd 
bea 
[ i 
f fe 
t% ., 
N ot 
| a 
\ 
** — 
Si, 
’ e ah 
7 PY ‘ 
_ 
Pe , 
. 
| 
ee 
, 
" 
a 
73] y 
-. _ : ee Ee " + oe E. 


eS 


= 5 a 
eee, es 


ADVERTISER'S WEEKLY 


@ Continued from page 143. 
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CONFERENCE—SPRINGBOARD TO THE FUTURE’ 


of the Advertising Council of 
America and chairman of the 
board of Foote, Cone & Belding, 
Inc. Endorsement will follow 
from other leaders of inter- 
national advertising, including 
Mr. C. King Woodbridge 
(U.S.A.), president of the Dicta- 
phone Corporation and M. 
Bernard de Plas, president of the 
French Advertising Association. 

In the afternoon, the question 
“What more can advertising do 
to help international trade?” will 
be posed by Major-General 
Sidney van den Bergh (Nether- 
lands), director, Lever Bros. and 
Unilever N.V. 

Sir Robert Fraser, director 
general, Central Office of Infor- 
mation, will be chairman for the 
discussion “Should Governments 
advertise?” at which the principal 
speaker will be Mr. Francis 
Williams, well-known journalist 
who was formerly public relations 
adviser to the Prime Minister. 


What The Consumer 
Expects 


On Tuesday when the Confer- 
ence considers the second Task— 
“Advertising must extend its 
service to the consumer”—Sir 
Miles Thomas, president of the 
Advertising Association, will be 
in the chair and Lady Tweeds- 
muir, M.P., will speak on the 
subject of “What the consumer 
expects of advertising.” A reply 
“What advertising can give the 
consumer,” by Mr. George 
Bryson, managing director, 
Young & Rubicam Ltd., will 
precede the discussion. 

Mrs. Walter Gifford, wife of 
the American Ambassador, will 
address a luncheon held by the 
Women’s Advertising Club of 
London at the Savoy Hotel, 
Miss Doris Richardson presiding. 

In the afternoon the chairman 
of the Swedish Advertising Asso- 
ciation, Mr. Sven A. Hansson, 
will preside when the topics for 
discussion are “How advertising 
can help to keep down the cost of 
living” and“ How advertising could 
help raise standards in undevel- 
oped areas. The principal speakers 
will be Mr. Paul Cadbury, direc- 
tor, Cadbury Bros. Ltd. and Mr. 
A. M. Patel. managing director, 
Everest Advertising Co., Bombay. 

On Wednesday, Clubs Day, 


Mr. F. P. Bishop, M.P., will be 
in the chair and Commander A. 
Robertson-Macdonald, chairman 
of the Club Development Com- 
mittee of the Advertising Asso- 
ciation, will speak. 

Sir Miles Themes will give a 
tribute to advertising clubs of the 
world and Mr. J. B. Nicholas, 
past chairman, Publicity Club 
of London, will speak on 

“Youth—and the future of ad- 
vertising.” 


Training And 
Education 


The president of the American 
Association of Advertising 
Agencies, Mr. Frederic R. 
Gamble, will speak on the prob- 
lem of recruitment and Mr. 
A. B. Lowndes, head of the 
School of Commerce, Leicester 
College of Technology and Com- 
merce, will outline “What Britain 
is doing in education and train- 
ing for advertising.” 

Mr. Paul Fabricius, president 
of the Danish Advertising Asso- 
ciation, will speak on the * ‘Inter- 
change of youth personnel.” 

A luncheon and business ses- 
sion organised by the Adver- 
tising and Publicity Clubs of 
Great Britain will be held at the 
Connaught Rooms, with Cmdr. 
Robertson-Macdonald as chair- 
man. Speakers on “Recruitment, 
education, training and _ inter- 
change in advertising” will be 
Mr. Elon G. Borton, president, 
Advertising Federation of 
America, Eric Bouwmeester 
(Netherlands) and L.-R. Gits, 
vice-president of the Belgian Ad- 
vertising Association. 

On the Thursday, Major- 
General ‘Lord Burnham, vice- 
president of the Newspaper Pro- 
prietors’ Association, will be 
chairman when “The social 
responsibility of advertising” is 
discussed. Chief speakers will be 
M. Francis Elvinger, techuical 
adviser LCC. International 
Commission, and Mr. Sam Gale, 
past- president, Advertising 
Council of America. 

At the closing session on Fri- 
day, the Conference will be re- 
viewed in reports from the 
rapporteurs, Messrs. Roger S. 
Falk, Sinclair Wood, Derek 
John Roe, W. Balch, W. Hinks 
and A. Everett Jones. 


EXHIBITION STANDS 
DISPLAYS 
LETTERING 

POSTERS 
SERVICING 
AND STORAGE 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
VICTORIA - S.W.1 + TEL. VIC 0912-3 


| ae 
|e = THE WORLD'S GREATEST — 


BOOKSHOP 


& * FOR BOOKS* 


New, secondhand and rare 
Books on every subject 


VLAN An 


HVAT ALAAATAATA _ 


Stock of over 3 million volumes 


z 
= Subscriptions taken for 


British and overseas magazines 


Gerrard 5660 (16 lines) 
Open 9-6 (inc. Sats.) 
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A comprehensive resolution 
expressing the advertising indus- 
tries’ recognition of its tasks 
throughout the world will be 
proposed by Mr. F. P. Bishop, 
M.P., and seconded by Mr. Elon 
G. Borton, president of the Ad- 
vertising Federation of America. 

Lord Mackintosh told the 
Press : 

“Over the past years the 
Advertising Association with the 
fullest and unhesitating support 
of the Press, the publishers, ad- 
vertising agents and advertisers, 
has done much to establish stan- 
dards of ethical practice in adver- 
tising, which have enhanced the 
reputation of the profession. 

“This Conference will not only 
be a landmark in advertising 
history, it must also be a spring- 
board for advertising’s future. It 
will be an occasion for us to 
assess the progress that we have 
made and to see in what way the 
social and economic usefulness 
of advertising can be further 
developed.” 


Conference 
Cameos 


The Conference is being finan- 
cially supported almost equally 
by the Press, advertising agents, 
and advertisers. 

* * * 

At the late-night matinée to 
be presented by Princ Littler it 
is hoped to have Shasespeare (by 
the Oliviers), Shaw, D'Oyley 
Carte, and ballet. 

” * * 

At present, France has made 
a larger registration than any 
other foreign country, but it is 
expected that between 200 and 
300 will come from the U.S. 

* * * 


Mr. Edward Hulton, chairman 
of Hulton Press Ltd., will be 
host at a garden party at 42 
ae Park Gate, S.W.7, on the 
Sunday. 


Specialised Sessions 


A number of lunches and busi- 
ness sessions have been organised 
by special interests. These include 
one at the Connaught Rooms on 
the Wednesday, organised by the 
British Direct Mail Advertising 
Association and the British 
Federation of Master Printers. 
The chairman, at lunch, will be 
Mr. H. L. Clarkson, chairman of 
the B.D.M.A.A. At the business 
session there will be a discussion 
on “How direct mail advertising 
can contribute to the task of 
selling in a free world.” The 
speakers will be Mr. Leonard 
Raymond (U.S.A.), _ president, 
Dicky Raymond, Inc., M. Pierre- 
Georges Bastide, secretary- 
general, International Union of 
Advertising, Mr. Arthur Chad- 
wick, past president, B.D.M.A.A., 
and others from the U.S.A., the 
Commonwealth, and Europe. 

Also in the Connaught Rooms 
on Wednesday, the Incorporated 
Advertising Managers’ Associa- 
tion are holding a lunch and 
business session under the chair- 
manship of Mr. H. W. Craddock, 
their _ president. “Advertising 


management in a free world” is 
the topic and the chief speakers 
will be Mr. Charles J. Rose, vice- 
president of the Association, and 
J. Ollangier, president of the 
National Chefs de Publicité des 
Annonceurs. 

At the Savoy Hotel on the 
same day a lunch will be held by 
the Outdoor Advertising Industry 
Advisory Committee, whose 
chairman, Mr. George T. Mills, 
will preside. The speakers on 
outdoor advertising will be Mr. 
Cc. L. Hallas, director, Lintas, 
and Mr. J. M. Beable, chairman, 
A.A. Sites Ltd. 


The Trade Press 


At Grosvenor House, the 
Periodical Proprietors’ Associa- 
tion are holding a luncheon at 
which Mr. Alan G. Agnew, their 
president, will be chairman. A 
business session to follow in the 
ballroom at Grosvenor House is 
being organised by the Council 
of the Trade and Technical Press, 
P.P.A. Mr. Claude E. Wallis, 
chairman of the Council, and 
chairman and managing director 


l THE LONGEST SOLID AIR BANNER EVER TOWED ‘ 


4: peUBELL RADI 
| 


ISEESORH (Fa 


~£ 


The most experienced service in the U.K. Twin-engined aircraft 
Two distinct messages on each side of banner. Book now for 


Festival and Holiday Resort Routes. 
WRITE OR PHONE FOR FULL DETAILS : 


A. FRASER WHITE & ASSOCIATES 


14 CHEAPSIDE, LONDON, E.C.2. 


Phone: CITY 1472 
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Aprit 26, 19$1 


Women Who Will Play A 
Leading Role 


of Associated Iliffe Press Ltd., 
will be the chairman. “The inter- 
national importance of the trade 
and technical press” will be dis- 
cussed by Mr. Roland E. 
Dangerfield, chairman and man- 
aging director, Temple Press Ltd. 

Another business session to be 
held in the Park Suite at 
Grosvenor House will be organ- 
ised by the Council of the 
General Periodical Press, P.P.A., 
under the chairmanship of Mr. 
H. W. Yoxall, chairman of the 
Council and managing director, 
Condé Nast Publications Ltd. 
Speakers on “The importance of 
periodicals in national life” will 
be Miss Mary Grieve, editor of 
Woman, and an invitation speaker 
from America. 

Display Session 

A business session on “display 
and presentation” to be held at 
the Central Hall on Wednesday 
afternoon is being organised by 
the Display Producers and Screen 
Printers Association. The chair- 
man will be Mr. Winstan Gordon 
and speakers Mr. F. ‘ 
Henrion, designer and industrial 
artist, and Mr. L. J. Pryer, publi- 
city controller, Bentalls Ltd. 

The second topic will be 
“Screen printing” introduced by 
Mr. P. St. G. Barry, head of the 
Screen Printing Department, Art 
Display Service Ltd., and Mr. J. 
Douglas Black, director, Press 
& General Publicity Service Ltd. 

A business session is being held 
at Church House, Westminster, 
the same afternoon by the Insti- 
tute of Incorporated Practitioners 
in Advertising, under the chair- 
manship of their president, Mr. 
H. A. Oughton, on “The social 
responsibilities of the agency.” 
In addition to Mr. Oughton 
speakers will be Mr. Goran 
Tamm, director of the Swedish 
Advertising Association, and Mr. 
Fairfax Cone. 

_ The Institute of Public Rela- 
tions has arranged a session at 
the Central Hall, under the 
chairmanship of their president, 
Mr. Alan Hess. The topic “The 
Functions of Public Relations 
To-day” will be introduced by 
Sir Stephen Tallents, founder 
president of the Institute, and Mr. 
Carroll B. Larrabee, president of 
Printer’s Ink Publishing Co. 


RETOUCHING 
in first class style 
e HALF TONE 


eCOLOUR 
@ LINE WORK 
@SCRAPER 


CENTRAL 


HOWARD CHILD 6 CO: itp 


13 EDMUND ST- BIRMINGHAM: 3 
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On the Thursday the Incorpor- 
ated Society of British Advertisers 
is organising a Junch and business 
session at the Connaught Rooms. 
Chairman will be Sir Harold 
Bowden, the Society’s president, 
and speakers on “The problems 
and responsibilities of the adver- 
tiser” will be Messrs. Paul West 
(U.S.A.), president of the Asso- 
ciation of National Advertisers, 
and Pierre Boisacq, permanent 
secretary of the Belgian Union of 
Advertisers. 

Also at the Connaught Rooms, 
the Market Research Society 
lunch and business session will 
be held. Mr. Graeme Cranch, 
president of the Society, will be 
in the chair, and the subject “The 
problem of market research in a 
free world.” Speakers wil] be 
Sir Arthur Bowley, Emeritus 
Professor of Statistics, University 
of London, Mr. Elmo Wilson 
(U.S.A.), president, International 
Public Opinion Research Inc., 
Mr. Hugh Weeks, deputy chair- 
man. Trussed Steel Concrete Co., 
Ltd., and Mr. Wahl Asmussen, 
past president of the Danish Ad- 
vertising Association. 

The Advertising Creative Circle 
have organised a lunch and in- 
formal discussion on creative 
techniques, and the “International 
Advertising Technique To-day” 
exhibition, also at the Connaught 
Rooms under the chairmanship 
of their president, Mr. Harry 
Jones. 


Local Newspapers 
At the Central 


Hall another 
specialised session will be that 
of the Association of Specialised 
Film Producers and Screen Ad- 
vertising Group, under the chair- 
manship of Mr. Frank Hoare, 
speakers including Mr. C. L. 
Hallas, director, Lintas, and Mr. 
R. E. Tritton, director, Anglo- 
Iranian Oil Co., Ltd. 

“Local newspapers and their 
responsibilities in a free world” 
will be the subject of a business 
session at Church House, organ- 
ised by the Newspaper Society. 
Chairman will be Mr. Eric M. 
Clayson, president of the 
Society, and speakers Messrs. 
Harold S. Barnes, director of the 
Bureau of Advertising, American 
N.P.A., H. C. Longley, governing 
director, H. C. Longley Ltd., 
Birmingham, and J. M. Hard- 
castle (New Zealand), general 
manager, Wilson & Horton Ltd. 

The Dowager Marchionness 
of Reading will be guest chair- 
man at a session to be held 
in the Central Hall organised by 
the Women’s Advertising Club of 
London, and will be introduced 
by the club’s president, Miss 
Doris Richardson. 

“Are women necessary in ad- 
vertising?” is the topic for dis- 
cussion, and speakers will be Mrs. 
Margaret K. Havinden, executive, 
W. S. Crawford Ltd., Miss Muriel 
Tolle, U.S.A. vice-president at 
large, Advertising Association of 
the West, Mrs. Mary Gowing, 
Mrs. Helen Cheyney, and Miss 
Eunice M. Kidd. 
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ADVERTISER'S EEKLY 


CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 


APPOINTMENTS WANTED 


PUBLICITY—Experienced writer offers 
Mexican and/or Central American 
vi 


coverage. etainer > ° 
Audeliano Rivera 4, Mexico 20. D.F. 


SEEKING A CHANGE 


a really first-class ADVER- 
TISEMENT MANAGER is 
hard to find, but publishing 
executives have an oppor- 
tunity of contacting such a 
man, who, in his present ap- 
pointment, can provide proof 
of an outstanding sales record 
in trade journal advertising. 
Under 40, good personality, 
invaluable contacts, an 

qualified to sell at top- 
executive level. 


Box 1668 
Advertiser's Weekly, 180 Fleet St., E.C.4 


COPYWRITER /EXECUTIVE desires « 
New appointment, wide expericnce on 
~~~ paaae national accounts. Free 


oy 1662 Ad. Weekly 180 Fleet St BC4 
RETOUCHING ARTIST desires Position 

in small studio. Ring Finchley 3756. _ 
GENERAL ARTIST requires situation 

with small studio where knowledge of 

figure an advantage 

Box 1656 Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


WELL FINISHED Leticring 
(_etc.. W. Gardiner. TER 79 eg 
MARKET RESEARCH AGENCY. We 
have a staff of fully, London Agency 
trained, _ investigators Coverage—the 
whole of the North of England. Why 
not try us for your next survey? Lead- 
ing London Agents have—and been 
satisfied SMITHS: AGENCY, 9 Church 


drawings, 
28 


__Street. Dewsbury. Yorks 

FREE LANCE ARTISTS requiring re- 
presentation by well known Established 
Artists’ Agent. Please ring Tem. Bar 
3922 for appointment 

LAYOUT ARTIST requires free lance 
press and prim design work. Finished 
roughs or process work. 
Box 1629 Ad. Weekly 180 Fleet St BC4 


TECHNICAL LITERATURE 


—ex-Editor of an important engineering 
journal wishes to undertake freelance or 
part-time P.R.O. and Press Publicity 
work, and the preparatior of all types of 
technical literature. Considerable prac- 
tical engineering experience. 


Box 1632 
Advertiser's Weekly, 180 Fleet St., E.C-4 


POSTER INSPECTIONS undertaken in 

London and the South 
Box 1659 Ad. Weekly 180 Fleet St EC4 
TECHNICAL ILLUSTRATION for re- 
uct Retouching. Exploded 


cal supervision. H i) & Partners. 
58 Croydon Road Kent. 
BECkenham 


DISPLAY CONSULTANT. 
an problems solved! 
tyr Showcards. rad 
Packings Titles. Leaflets, Labels, Book- 


Your dis- 
Dleptays of all 
Marks, 


Covers, etc.. designed (and executed if 
required) by Expert Artist full of 
original 


ideas. 
Box 1643 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


PHOTO-UNION LTD.., al! photographic 
services and facilities, Studio House, 12 
Soho Square, W.1. GERrard 7184 


BUSINESS OPPORTUNITIES 


CREATIVE ARTIST with established 
connections would consider a partner- 
ship with a young (free lance) agency 


artist. 
Box 1630 Ad. Weekly 180 Fleet St EC4 
SHOW CARDS, CUT-OUT, 


Book Jackets, Advertising 
etc., by photolitho or a4 
(own photo-litho process plant). 


CARILLON PRESS LTD. 
na a Printers, 


me: Be 36835 
sealan Office: 98/100 tices Street, 
ECA ‘Phone CENtral 1740. 


DIRECTORSHIP or controlling interest 
available in Publishing and Advertising 
Compare handling profitable quarter- 
lie: and = montblies capital required 
£1 “000 to £2,000. Write 
Box 1666 Ad. Weckly 180 Fleet St BC4 

INTERNATIONAL AGENCY with 
National Accounts is interested in tak- 
ing over one or two small agencies 
Full creative and research facilities 
available, providing splendid oppor u- 
nity for agency with limited resources 
to merge. Principals only are invited to 
write in the strictest confidence to 
Box 1667 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION . 


ONE or Two rooms wanted by creative 
hy in W.C. Phone: MUS 
07 


GENERAL AGENT for interesting 
French, Belgian lines, wishes to share 
small. central office. Partnership en- 


visaged 
Box 1657 Ad. Weekly 180 Ficet St BC4 


SALES AND WANTS 


AEROGRAPH-MODEL ‘A’ airbrush and 

_ foot pump compressor, UPL 6919. 
Universal camera Lucida 
with 12 lenses for enlarging and re- 
Gms a 2 perfect condition— 


ails. 
= ieh? ven Weekly 180 Fleet St BC4 
. | LINOTYPE MACHINES in 
excellent working condition available, 
for disposal 


Inspection invited 
Portugal Street, Kingsway 


TENDERS 


COUNTY BOROUGH OF 
BLACKPOOL 


The Corporation invites designs 
and quotations for the printing and 
suppiying of 2,500 16 sheet Double 

Crown Posters to advertise the 
Blackpool Summer Season. 

_ Detailed | 4 a 
Foster, Director “of paarpations and 
Publicity, Town Hall, Blackpoct. 

The Corporation does not bind 
itself to accept the lowest or any 
tender. 


TREVOR T. JONES. 
Town Clerk 
Town ee 
13th ro 1951. 


PRINTERS 


MIDLANDS NEWSPAPER with Lino- 
setting capacity, Pony auto-plate and 
efficient a, » open to print mid- 
week or mon rotary pu yy 

Box 1587 Ad. Weekly 180 Fleet St 


letters picked from 14 direct- 
mail campaigns. See them, 
with results, in 2nd edn 
Selling by Letter. See the Senog system be. 
ing applied. 249 pp. 42s. Prospectus free. 
G. J. JONES (Senogism) LTD., 
302b Park Road, N.8. Mountview 3337 


| | See April 19 issue of Advertiser's 

| | Weekly, pages 138 and 139 for 

| | the Advertising Services & 
Supplies Section. May !7 will 
be the next issue containing 
these services. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACA 


LEADING 
LONDON AGENCY 
REQUIRES 


VISUALISER—to work ona 
wide variety of important 
national accounts that give 
full scope for creative 
originality. This man is 
required to complete the 
creative team of a well- 
known agency. The good 
man with agency experi- 
ence will find ample oppor- 
tunity and good prospects. 
Write giving age, experi- 
ence and salary required to 
Art Director, 
Box 1644 
Advertiser's Weekly, 180 Fleet St., E.C.4 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT 3s. 6d. per line. SS a 
inch. 


| 38. per lime. Display panel 35s. per 
| 


| insertions, 
| seven insertions MUST BE PREPAID. 
Street, E.C.4. 


charged 
5% on 13, 10% on 26, and 15 


Office. 
> on 52. A lor 
Address: “Advertiser's Weekly,” 180 Fleet 


"Phone Chancery 8844. 


APPOINTMENTS VACA 


ADDITIONAL 
ARTISTS 
REQUIRED 
for Liverpool Studio 


Still Life Artist, Fashion 
Artist. Layout man or 
| woman all of high 
| standard. 

Excellent working con- 


REQUIRED TECHNICAL Publicity 
Manager or Ass:siant to organise Pub- 
licity Department in Weybridge Plast.cs 
Organisation Must be live wire and 
able to do own copy writing, plastics 
experience not essential, but an ad- 
vantage It is essential that applicant 
must be all round type and capable of 
Organising at least three exhibitions a 
year The use of a subsidiary printing 


business would be available Write 
stating age, cxperience and salary re- 
quired to Creators Lid., Kings Road, 
New Haw. Weybridge 

PRODUCTION MAN with practical 
agency experience, for blockmaking, 
typesetting, foundry orders, copy des- 
Patch and printing side of modern 
agency Progressive post a 


£300-£450 according to exper 
Box 1650 Ad. Weekly 180 Fleet ‘St EC4 


ditions in large studio. 
Pension and profit-sharing 
scheme. Apply in writing 
with specimens, which 
will be returned. 


S. C. PEACOCK LTD. 
21 LEIGH STREET, LIVERPOOL 


ARTIST. 
Commercial 
genera! Artist 
first class work 
salary with ideal 
Write fully, 
salary require 


Vacancy occurs 
Studio for all 


working 


Box 1636 Ad woos 180 Fleet St EC4 


FCB WANT TWO 
EXPERIENCED MEN 


u 


SENIOR COPYWRITER 


ESSENTIAL REQUIREMEN 


rs: Must be a man of maturity 


with commonsense and wide experience on large national 


accounts 
writing and literature is 


Must realise that any similarity between copy- 


purely coincidental. Please 


address letters of nqgury to the Copy Director, outlining 


background 


and experience. 


2 


SENIOR VISUALISER AND LAYOUT MAN 


EsseNTiAL REQUIREMENTS: 


variety of large national ace 
good taste, 
to th 


y»und judgment. 
Art Director, outlining background and experience. 


Must have worked on a 
ounts. Must have imagination, 
Please address letters of inquiry 


in London 
round 
Capable of producing 
Position carries good 
condiuons. 
Stating age, experience and 


} 
| 


FOOTE, CONE 


& BELDING LTD. 


27 HILL STREET, W.1 


TECHNICAL WRITERS required 
Writing ability combined with adequate 
technical background. General mech- 
anical, electrical engineering (including 
electronics) knowledge. Aircraft or 
marine irstruments experience an 
advantage. Apply with full cetails of 
experience and salary required to: Per- 
sonnel Manager. Sperry Gyros ope Co 
Ltd. Great West Road, Brentford, 
Midiesex 

JUNIOR PRODUCTION ASSISTANT 
wanted in leading Agency—some ex- 
perience an advantage 5-day week 
Write, stating age, salary, etc., to 
Box 1617 Ad. Weekly 180 Fleet St EC4 


STUDIO MANAGER 


required by Company designing and 
producing printed Showcards, Cut- 
outs, Posters and Packaging 
material for National Advertisers. 
Must be experienced in this type 
of media. Excellent prospects with 
progressive Company 


Box 1654 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


LEADING BIRMINGHAM 
House requires inside contact man 
(20-25) with working knowledge of 
blocks and capable taking over control 
of estimating after tuition Write in 
strict confidence, giving full particulars 
of experience and salary required to 
Box 1645 Ad. Weekly 180 Fleet St EC4 

SALES REPPESENTATIVE reouired by 
Midland Company to take over whole 
London area and build up entirely new 
market for unique form of advertising 


Process 


meda, now meeting with outstanding 
success in the Midlands Must have 
ability to interview at high level 
Experience of Printing Processes an 
advantage. Car and ‘phone desirable 
Salary, expenses and liberal commis- 


sion Send full particulars to 
Box 1649 Ad. Weekly 180 Fleet St EC4 


ARMSTRONG-WARDEN 
NEED PRODUCTION MAN 
Aged about 25/30. Used to issuing 
technical instructions to Blockmakers, 
Knowledge of typography desirable 
Write, giving fullest details of experi- 
ence to The Secretary, 
Armstrong-Warden Ltd., 

69, New Oxford Sueet, W.C.1. 


REPRESENTATIVE reauired on salary 
and commission, Birmingham and dis- 
tricts to sell well-advertised speciality 
printing for advertising and industrial 
purposes Suit live representative ¢ 
perienced in selling national or trade 
press space, displays, showcards, etc 
Ground broken Our own representa- 
tives know of this advertisement. Send 
full details of experience, type of con- 
nections, territory, earnings, expenses, 
ete., im stri “ confidence to the Manag- 
ing Directo 
Box 1652 Ad Weekly 180 Fleet St EC4 


CROYDON ADVERTISING STUDIO 
require 
RETOUCHING ARTIST 


FIVE DAY WEEK 
TELEPHONE FOR APPOINTMENT 


ARTVERTISING. CROYDON 3930 


YOUR OPPORTUNITY to prove your 
worth. We want a Publicity Manager 
with drive, ideas and personality to 
sell insecticides through trade press ad- 
vertisements, technical literature, e¢x- 
hibitions and direct mail, mainly to 
commercial growers but also to the 
amateur gardener. Knowledge of horti- 
culture is an advantage but not a 
necessity We offer good salary, pen- 
sion scheme and have a house for you 
If you know the job is yours send full 

details and specimens of original work 
| Box 1663 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


me 13 


Aprit 26, 1951 


COPYWRITER 


with 

mail-order 

and 

. . 

direct-mail 

experience 

required 
Leading London Book 
Publishing House re- 
quires a young educated 
man who can write 
clear, convincing Sales 
Copy. Must be a good 
teamworker with ideas 
and initiative. Excellent 
opportunity in a pro- 
gressive House for right 
man who may at the 
moment be seeking a 
move that will improve 
his scope and pros- 


pects. Write, in confi- 
dence, stating experi- 
ence, age and salary 


required (send no speci- 
mens in first instance) 
to 


Box J. 823 c/o STREETS 
110 Old Broad St., E.C.2 


JUNIOR ARTIST required, capable of 
designing editorial pages for colour 
letterpress and gfavure reproduction 
Should be experienced in typography 


Some knowledge of printing would be 
an advantage although not essential 
Write, stating age, experience and 
salary required to Production Manager, 


Associated Iliffe Press, Dorset House, 

Stamford Street. London. S.E.1._ 
PHOTOGRAPHY — Representative with 

sound connections, rcauired by a well 


established Studio offering full facilities 
for both Black and White and colour 
Box 1661 Ad. Weekly 180 Ficet St EC4 


SOUTH WESTERN ELECTRICITY 
BOARD 


Applications are 
position of 


INFORMATION 
OFFICER 


at Board Headquarters, Bristol 


invited for the 


Commencing salary within the 


range £705—£1 020 per annum 
according 10 qualifications and experi- 
ence. 

Applicants should preferably 
possess a University Education; a 


knowledge of printing processes and 
layout (production of staff magazine) 
and have experience in Press relations 
and preparation of material for pub- 
lication, An intimate knowledge of 
South-West England will be an ad- 
vantage. 


Applications, 
uions and experience 
ment and salary. to the 
Secretary (Establishments). 
House, Colston Avenue, 
within 14 days 


giving age, qualifica- 
Present appoint- 
Ass‘stant 
E'ectricity 
Bristol. 1, 


OLD-ESTABLISHED firm of Cardboard 
box manufacturers in London require 
female charge-hand for Stokes/Smith 
department, must be — experienced 
in machine covered 
Box 1646 Ad. Weekly t80 Fleet St EC4 
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APPOINTMENTS VACANT 


THE WHOLESALE 
TEXTILE ASSOCIATION 


has a vacancy for a Public 
Relations Officer to take over 
and maintain established Pub- 
lic Relations section in Lon- 
don. Must be experienced 
journalist able to write news 
stories, feature articles and to 
sub-edit weekly bulletin. 
Knowledge of advertising and 
production of printing also 
required. Experience of textile 
trade and distribution would 
be an advantage. Only experi- 
enced men need apply. State 
full details and salary required 
to The Secretary, 

THE WHOLESALE TEXTILE ASSOCIATION 

75 Cannon Street, London, E.C.4 

je pra should be marked in if 


corner “ a — 
Relations 


ADVERTISING AGENCY requires 
smart, well educated young lady, 23-35, 
for public relations work. Experience 
desirable but not essential. Salary and 
prospects commensurate with ability to 
mix well and work conscientiously. 
Box 1671 Ad. Weekly 180 Fleet St EC4 


We Are Looking For a 
FASHION STUDIO 


Who combine top class 
work, with first class 
service. 

If you can offer quality 
fashion drawings which 
do not leave too much 
to the imagination (mainly 
colour, but some black 
and white) you are invited 
to contact Box No. 
below. No specimens 
please, we will arrange 
personal interviews to 
judge potentialities. 

We should also be inter- 
ested to hear from free- 
lance fashion artists. 


Box 1669 
Advertiser's Weekly, 180 Fleet St., E.C.4 


DIRECTORSHIP in a medium-sized West 
End Agency, handling important con- 
sumer and _ industrial accounts, is 
offered to a fully experienced all-round 
agency executive, having a flair for 
business-like copy and contact, and 
some personal accounts in his own right 
to service. Commensurate salary, cx- 

and commission. No invest- 
ment required. 
Box 1670 Ad. Weekly 180 Fleet St BC4 


SPACE SALESMAN 
required for established monthly trade 
journal. Must be experienced in sellin, 
direct to 
=> marine industry — Payment | by 

and 


fully ging age, length of service a 
present employers, etc., to 


Advertiser's Weekly, 180 Fleet St., E.C.4 


WANTED for Nakuru, Kenya Colony, 
Printing Engineer with knowledge of 
running Wharfdale Double Royal A’ 
matic Printing Press. Four years’ 

ing salary £50 to 
5S per month gr to qualifica- 
peric: pply with details 


of references, to Davis & Soper Lid., 

52/4 St. Mary Ax 
PRODUCTION MANAGER required by 

old-established Company yy 

all types of cardboard boxes in London. 

--- A fully experienced in similar 


Box 1651 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


WANTED London Representative to act 
as Agent = — of the Ms 


in 

"Tian have contact with leading 
Rovertising Agencies Electric News 
Ltd Award Sweet, _ Blackpool 


LLANDUDNO PUBLICITY 
ASSOCIATION 


A full-time Publicity Manager 
to the above Association is re- 
quired. Applicants should 
possess personality, initiative 
and organising ability. A know- 
ledge of resort publicity is not 
essential, but some knowledge 
of Press and other advertising 
would be an advantage. 

The salary offered is £500 per 
annum and the post does not 
rank for superannuation. 

Applications, addressed to the 
undersigned, should state age, 
experience, whether married or 
single, and brief particulars of 
the applicant's educational back- 
ground. 


T. TURNER PILLING, 
Chairman, Publicity 


Office, Llandudno. 
ASSISTANT for Technical Publications 
Department required. Experience of 


Acro Engines or specialised knowledge 
of referred 
rite, giv- 


ce. Middiese 
ENGINEERING COMPANY with offices 
in Central London require a Journalist 
to - as Press Officer. Previous ex- 
ience of editorial work essential 
Man with both trade and deity paper 
mee preferred. Some technical 

ke ledes & 4. 


to 
Box 1618 Ad. Weekly 180 Fleet St EC4 


GOOD RETOUCHER wanted +f a 
commercial art ~~ 1 “Bol 
HOL Pty 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


LAD REQUIRED for smal! studio. In- 
terested in lettering and design. Phone 
for appointment MUS 1049. Bus. hours. 
N required with experience and 

= ability to sell space in year 


Lid.. 11 John Street, 
SUCCESSFUL SALESSUAN required, 
to represent high class com- 


London, 
photographic Studio. Salary 


mercial 
and commission °M/KINO, London, 
W.C.1. 


SECRETARY to Advertining Manager ce- 
quired. Good hand-typing neces- 
sary, but also ability to assist efficiently 


sion. Good ts. Write with 
to: ct Ad i “ 

Lid., 91 Stoke Newington 

Sweet, n, 


AND DISPLAY GON. 

TRACTORS require General Manager, 
One able to eslimate and take control 
decorating Carpenters shops. 

- with previous experi- 

ence w 


Box 1594 Ad. Weekly iso Fleet St BCs 


in handling of departmental detail. 
Write, stating ge and 
sa‘ary required to the Advertising 
Manager Telford 


Adrema Ltd. 27 
ay, East Acton, 3 
CLERK. Young lady 


able to type, 
required by Advertising Agency, Flect 
Street area, for Accounts Department. 
No great cxperience required from 
applicant of sound common sense 


SHEFFIELD AGENCY requires Com- 
mercial Artist thoroughly 
in advertisement layout and illustration. 
After a trial period the successful appli- 
cant will be in line for the post of 
Studio Manager. Write. giving full 
details, salary ,soenieed, , = . no 
specimens at this stage 
Box 1658 Ad. Weekly 180 Fleet ‘st BC4 


BOROUGH OF 
TOTTENHAM 


APPLICATIONS are invited for the 
established post of Chief Assistant 
in the Public Relations and Informa- 
tion Department, at a salary in 
accordance with Grade A.P.T.IV of 
the National Salary Scales, viz. £480 
per annum rising by three annual 
increments of £15 to £525 per 
annum plus London ‘ Weighting” 
(age 26 and over £30 per meat. 
Candidates should have a good 
knowledge of civics; general 
experience in Publicity and Display 
work would be an advantage. Ex- 
perience of publicity and advertising 
including a knowledge of typo- 
graphy would also be an advantage. 
Application forms and conditions 


may 
re. the undersigned to whom they 
must be returned not later than 
Monday, May 7th, 1951 


M. LINDSAY TAYLOR, 
Town Clerk. 


LAYOUT: Established London Agency 
*s a further Layout Artist with 
years’ agency experience 
Top salary to competent worker pro- 
ducing good class pencil roughs. Write 
fully stating age. experience and salary 
required to 
Box 1635 Ad. Weekly 180 Fleet St EC4 


for suitable man. 


IRISH NEWSPAPER REQUIRES 


PUBLICITY PRODUCTION 
MAN 


Experienced fast working versatile copywriter—layout 
man required for Publicity Department of a leading 
Irish Daily Newspaper. Must be capable of supplying 
ideas and turning out “‘roughs"’ 
variety of promotion matter—posters, 
brochures, house advertisements, etc. Good prospects 
Interview in London. 


Box 1613 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


and copy for a wide 
folders, 


ADVERTISING: experienced space sales- 
Man; reputable outdoor advertising 
a liberal commission basis; 


det 
‘Box i392, Ad. Ad. Weekly 180 Fleet St BC4 
STATISTICAL ASSISTANT (Female) 
required for market research depart- 
ment of large manufacturing concern 
in the greater London area. ‘eference 
given to applicant with academic 
Qualifications. Reply giving full par- 
Sous <E Omn, education and experi- 


4 ie76 Ad. Weekly 180 Fleet St BC4 
A VACANCY exisis in the Technical 
Publications Department for a techni- 
cal illustrator for Pars Lists, etc. Men 
tO Perspective isterpretation from 
drawings should write 


Personnel Manager, A 
27 Telford Way, 
ADVERTISING “Londons 
requires man for ‘hacneats 
Capable of handling invoices, cososda, 
- —— experience, age 
sa. 
_ Box 1647 Ad. Weekly 180 Fleet St BCE 
PRODUCTION MAN wanted. Salary 
according tO age and experience. Write, 
giving full details of experience to Prow 
duction Director, Benson, Lid] 
_ Kingsway Hail, _ W.C.2. Fa 
REPRESENTATIVES WANTED 
South Wales area by large oe 
Process engravers. Write stating age, 
and experience. ; 
Box 1648 Ad. Weekly 180 Fleet St 
T ADVERTISING MAN. 
equired for well known Lone 
sence agency an a 


f some wiedge 0 t 
direct mail desirable Write fully a 


in dence, - 
Box 1627 Ad, Weekly 180 Fleet St EBC@ 


APPOINTMENTS WANTED 


WOMAN WRITER, Fashion, Beauty, 
womens topics, secks agency or pub= 
licity post. First class store ——s 
eS and editorial experience; 


Box 1 1675. ‘Ad Weekly 180 Fleet St BC@® 
AS PART-TIME Ad-manager/writer ta) 
small advertiser. iN 
Box 1676 Ad. Weckly 180 Fleet St EC 


ADVERTISING MANAGER? Com- 
— assistant manager ready to sicm 
orough rience all aspects 
including editorial, Indusiry 
efe 


ed 
ox 1677 Ad. Weekly 180 Fleet St EC@ 
SHORTHAND-TYPISTS. Private Secro-_ 
taries, Clerks, etc. If you are in urgent 
need of staff, contact Embassy a 
House, Whitcombe Street, C2 
(WHltehall 5924). We 
efficient 


YOUNG LETTERING ARTIST requires 


change. 
Box 1653 Ad. Weekly 180 Ficet St BC4 
CREATIVE EXECUTIVE SEEKS 
SQUARE HOLE. 
to large-sized 
London, needing the services of a re- 
onsible Executive with over 20 years’ 
ative and Administrative experience. 
on a wide variety of consumer aad 
technical accounts. Ideas-visuals- 
copywriting with occasional contact. 
lease write: 
Box 1664 Ad. Weckly 180 Fleet St BC4 


technical 


fFCOMPANY SECRETARY 


ae energetic Company Secretary 
with good & of 

advertising and circulation seeks respon- 
sible with publishing house in 
London area. 


Bex 1660 
Advertiser's Weekly, 180 Fleet Se, E.C4 


STUDIO -— London Aguas’. 
seeks Experienced 
creative Guished, art buying, = 
admi —— Age 33. 

Box 1665 Ad. Weekly 180 Fleet St BC4 


(Continued on page 191) 
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ADVERTISER'S WEEKLY THursDay, Apri 26, 1951 


« 55/- (overseas) 


STOP PRESS 


‘NATIONALS’ 
SELLING PRICE 
DECISION SOON 


“Advertiser’s Weekly” under- 
stands Newspaper Proprietors 
Association will issue statement 
shortly on national dailies sell- 

price d No i 
dent action is on is likely. 


BIG DAY-GLO 
DEVELOPMENTS 


Day-Glo pigment now being 
manufactured in Britain with 
opening of new plant Wednes- 
day at Stratford factory of Dane 
& Co,, Lid. Until now raw 
—— ee | ae from Cleve- 

p : in “New C 9 . io. ew company 
An ADVERTISING CAMPAIGN in “New Commonwealth’’ offers Swada Ltd. formed for produc- 
° ° — 2 oe tion purposes, Directors are 
an opportunity of special significance to British Industry to-day. A. D. Dane (chairman), G. W. 
—_ (eenetery), one po 
“ . . . “ ane. imtire production 
It enables progressive firms to establish their names and Sow weeke fer expert “alter 
P . a P = which large arrears of home 
services in the minds of key buyers in every community under the market orders will be cleared.” 

Plans in hand for twin plant. 


PAPER PRICES 


Trad tad ta — as 
‘ . . —e ia i e or reducing “con- 
There is nothing accidental about this. ““New Commonwealth’ stantly increasing prices for all 
forms of paper” slervey Rhodes, 
is dedicated to the task of developing our most friendly and most ne te Ona i Se 
A Es one country alone will uot re- 
stable market in the world’s largest trading area. verse trend, but we are main- 
taining price control over some 
The development of this market has always been important for Se a. A.M 
pa ” 


British flag. It achieves results with a minimum of correspondence, 


delay and expense. 


our country and in the years ahead our lives may depend upon 


the progress we make. In the meantime the establishment of NEW ACCOUNTS 
To Grant Advertising Lid.: 
goodwill in this area is obviously a first-class in- ae ——. ° “A ae 
for British fi ad hel ow cB — 
vestment for British firms prepared to ong class weeklies, provincial even- 
m prep take the long ngs.) P. Melchers & Co. 
Holland, Melchers Advocaat. 
(Test campaign in Lancashire 
and Yorkshire using provincial 
Press.) Panair do Brasil, a 
Brazilian airline. Main account 
handled by Grant, Rio office. 
Grant, London, will handle 
European division also Middle- 
East, French West Africa. 


view. Advertisement rates on request. 


H. Mitchell, former 
director Mather & Crowther 
died, aged 78. 


P : os Philip Aldridge, joint man- 
Published by Tothill Press Limited aging director, Freak. Aléritge 
33 TOTHILL STREET, WESTMINSTER, LONDON, S.W.1 tia” in Kent & Sussex Hospital 

Whitehall 9233 with, ar e injury after motor 


Published by the Proprietors, BUSIN ES§ PUBLICATIONS. Lid. at cher office st 180 Fleet Screst. London, E.C.4. (Phone: Chancery 6844.) 
April 26, 1951. Petnond to England Gy Secpten Printare Limstood en thas Gren Tienmaté ton eet, London, establishment. 
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